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Rough Proofs 


f an agency executive handling 
a bus line account got hurt in a 
railroad wreck, would you spell 
“retribution” with a lower case or 
capital “R”? 
. +? 


Roger Kent is addressing men’s 
wear advertising to women, and 
no doubt hopes the response doesn’t 
all come from the loving spouse of 
Caspar Milquetoast. 


'  F 


Swertfager & Hixon is the firm 
name of a new advertising agency. 
It has just the right sound of dig- 
nity and importance, plus a subtle 
hint of intimidation. 


vgy¥sey? 


The advertising critic who said 
the Chicago Red Sox threw the 
1919 world’s series may possibly be 
just as screwy in some of his other 
conclusions. 
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Gene Tunney says smoking cigar- 
ets ruins the teeth and digestion 
and shortens life. And still the 
revered Journal of the American 
Medical Association keeps on run- 
ning cigaret advertising. 


oe ge 


Lots of people and organizations 
are trying to wake America up, but 
along comes the National Associa- 
tion of Bedding Manufacturers with 
full-page newspaper ads “stressing 
the importance of sleep in the emer- 
gency.” 

7’ V-? 


“Century Old Firm Runs First 
Copy, Finds It Produces.’’—Head- 
line in ADVERTISING AGE. 

And the big boss is probably ask- 
ing, “How long has this been going 
on?” 

vgysy? 


Gladys the beautiful receptionist 
says her boy friend wonders why 
publishers worried over the chlorine 
shortage don’t fix everything by 
sprinkling their paper with salt. 


vgy¥sey? 


Abandoning paper bags in favor 
of vacuum-packed tins, Chase & 
Sanborn, the Charlie McCarthy sub- 
sidiary, seems to have decided that 
dated coffee is dated. 


+, FT F¥ 
A recent issue of ADVERTISING AGE 


carried advertising of cigars, 
beaches and holiday highball ma- 


terials, It all indicates pretty 
‘learly that in spite of everything | 
idvertising men are people. 


vgy¥sy? 


That double hand-shake H. R. 
Sheehan of Wildroot gave F. H. | 
Marling and Phil Keliy at the Hot | 
Springs convention may have been 
merely his defense against the at- | 
‘empts of these genial bald-headed 
gents to give him a testimonial. 
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It's only a happenstance that the 
‘gencies which are asking maga- 
anes not to raise rates haven’t sug- 
sested that one solution would be to 
‘tim the good old 15 per cent. 


+, Vt F 
_And now Chicago has adopted of- 


‘clally Chet Lang’s favorite slogan, 
‘What Chester Makes Makes Ches- 
er,” 


Copy Cus. 


THE CALL 


12 million Americans 
listen... enchanted! 


yo Saturday afternoon The Texas Company 
Broadcasts the METROPOLITAN OPERA 


THE TEXAS COMPANY 
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Heralding the start of another season of 
Broadcast opera, Texas Co. carried this 
ad last week in newspapers throughout 
the country in cities of 100,000 popule- 


tion and over. Continuing Saturdays for 
16 weeks, the broadcasts will be carried 
by the NBC Blue network and by short 
wave to Central and South America. 


Navy Promises to 
Increase Ad Drive . 
for New Recruits 


Washington, D. C., Nov. 27.— 
Enlargement and intensification of | 
the highly successful newspaper | 
advertising campaign which has) 
encompassed 28 states to date was 
promised by naval officials this 
week following disclosure that vol- 
untary enlistments are lagging 
behind requirements. 

Rear Admiral Chester W. Nimitz, 
the navy’s personnel chief, said that 
enlistments have fallen off 15 per 
cent since 111 men lost their lives 
in the sinking of two destroyers, 
the Kearny and Reuben James. 
He warned that it may be neces- 


Slide Fastener 


to Fill Normal 
sumer Demands 


Con- 


New York, Nov. 26.—Although 
the slide fastener industry has felt 
the impact of the defense program, 
two outstanding producers. will 
maintain advertising schedules of 
pre-emergency years. in 1942, 
according to plans revealed this 
week. 

The OPM order restricting the 
use of copper for civilian slide fas- 
teners to 70 per cent of the 1940 
volume will result in some curtail- 
ment of production but Talon, Inc., 


expect to be able to turn out enough 
slide fasteners to satisfy normal 
consumer demands. 

Standardization of size and color 
throughout the industry is rapidly 
taking place while the development 
of lightweight and plastic fasteners 
along with technological improve- 
ments in alloys may enable manu- 
facturers to produce approximately 
as many units as formerly with less 
metal. Industries, such as women’s 
wear and Jeather goods which rep- 
resent the bulk of the market, are 
+ automatically adjusting themselves 
to the new conditions and demand 
for the heavyweight fasteners is 
falling off. 


Both See Need 


Both Talon and Conmar feel the 
necessity for continuing promotion 
in the face of a possible scarcity. 
Emphasis on name stands out as 
the highlight of the programs 
planned by the two leaders. 

Talon will use 15 magazines, with 
straight selling copy designed to 
hammer home the name. Consum- 
ers will be reminded of the de- 
mands of the defense effort as in 
current magazine copy. In a short 
paragraph at the foot of the copy 
Talon asks: “Are Talon fasteners 
scarce?” and continues: ‘“If—once 


sary to resort to selectees to man 
the forthcoming two-ocean fleet. 

Admiral Nimitz said that enlist- 
ments were between 10,000 and 
11,000 a month before the sinkings, 
but that the rate fell to 9,000 there- 
after. Present requirements are 
13,000 a month, and 15,000 recruits 
will be needed monthly beginning 
next July. Admiral Nimitz de- 
clared that advertising efforts had 
been resultful but did not specify 
how the promotion program will be 
expanded. 


Marine Corps Undecided 


The Marine Corps, only one of 
the four armed services which 


is | 


possibility of a paid promotion pro- 
gram, an official spokesman told 
ADVERTISING AGE today. 
He said that the recent appoint- 
(Continued on Page 36) 


DIRECTORY OF FEATURE 


in a while—you have trouble get- 
ting dresses, skirts or any other 
type of merchandise with Talon 
fasteners . . . remember this: It’s 
not necessarily anyone’s fault. . 
Production—due to defense needs— 
is somewhat curtailed. But remem- 
(Continued on Page 36) 


and Conmar Products Corporation | 


Industry Keeps Ad hs 
Schedules at Par 


Talon, Conmar Expect 


.| areas,” copy also features a “double 


HELLO! 


Chase ¢ Sanborn's NEW Coffee 
the best YOU ever tasted ? 
! 


4 ee un oat 
$5 for your opinion! 


This full-page announcement in New 

York newspapers offers $25,000 to users 

of Chase & Sanborn coffee in the new 

vacuum tin and heralds a heavy new 

campaign for the Standard Brands 

product. Kenyon & Eckhardt is the 
agency. 


$25,000 in Prizes 
Spurs New Chase 
& Sanborn Drive 


New York, Nov. 27.—Charlie Mc- 
Carthy was cast in the role of 
Santa Claus this week when Stand- 
ard Brands launched its most ag- 
gressive campaign for Chase & 
Sanborn coffee, offering $25,000 to 
lucky householders who have -tried- 
the improved blend in its new 
vacuum tin and who are at home 
to answer telephone calls on the 
subject. 

The new Chase & Sanborn push, 
under the direction of Kenyon & 
Eckhardt, recently appointed 


tes Shae Del 


é 
ee ee 
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agency, started with a series of 
three full-page announcements in 
five New York newspapers and 27 
dailies elsewhere in the metropoli- 
tan area. Followup insertions of 
400 lines each will appear daily 
next week. 

Charlie’s to 


cash gift will go 


householders within a  50-mile 
radius of New York, who will ex- 
press opinions on _ the _ coffee, 


“whether favorable or otherwise.” 
A total of 5,000 telephone calls will 
be made during the next few days. 

Stressing the richness of the 
coffee and hailing it as “the finest 
coffee ever offered in the New York 


your money back” guarantee for 
the return of a Chase & Sanborn 
tin with unused contents. 


Last Minute News Flashes 


American Car, Hotstream Heater Change Agencies 
New York, Nov. 28.—American Car and Foundry Company has ap- 

pointed G. M. Basford Company, New York, as agency on A. C. F. equip- 

ment and Hall-Scott engines, effective immediately. 


advertising director. 
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= _18S| Heater Company, Cleveland, whose advertising has been handled by the 
not now advertising - for recruits, Cleveland office of Basford, has named Baker and Baker & Associates, 
has reached no decision as to the! Cleveland, as its agency, effective Jan. 1. 


Warwick & Legler Gets Seven Crown Whisky Account 

New York, Nov. 28.—Seagram Distillers Corporation has appointed 
Warwick & Legler to handle Seven Crown whisky advertising. 
agency took over direction of Five Crown whisky last summer. 
paper and magazine campaign will start in key markets next week. 


Bernard Barnes Joins Ad Staff of “Life” 

New York, Nov. 28.—Bernard Barnes, director of Ladies’ Home Jour- 
nal promotion, has resigned to join Life as assistant to Howard Black, 
He assumes his new post Dec. 1. 
Curtis in 1937 after having served as promotion manager of Fortune. 
Richard C. Ziesing, Jr., will be in charge of promotion for the Journal. 


FTC Accuses Sheffield Farms of Unfair Practices 

Washington, D. C., Nov. 28.—The Federal Trade Commission has 
charged Sheffield Farms Company, New York, subsidiary of National 
Dairy Products Corporation, with unfair competitive practices in pur- 
chasing milk products from producer cooperative associations. 


The Hotstream 


The 
A news- 


Mr. Barnes joined 


Gene Tunney Aims 


Knockout Punches 
at Cigaret Copy 


Nicotine Is Poison, Ex- 
Champ Writesin 
"Reader's Digest" 


New York, Nov. 26.—Tobacco, 
and particularly the variety that 
goes into cigarets, took its worst 
walloping since the days of Sir 
Walter Raleigh this week as Gene 
Tunney, the ex-heavyweight champ 
and present heavyweight thinker, 
dragged Old Man Nicotine into the 
squared circle of the December 
Reader’s Digest and punched it into 
the world’s deadliest poison in the 
course of a 1,500-word bout that 
was packed with dynamite from 
beginning to end. 

Mr. Tunney, who is now a lieu- 
tenant commander in the USNR, in 
charge of physical training and 
athletics, slugged away with hay- 
maker after haymaker in his as- 
sault on Old Man Nicotine and the 
poor old guy’s press agent, Adver- 
tising. 

The ex-champ was hitting so 
hard that he guaranteed to lick Joe 
Louis in 15 rounds if the Brown 
Bomber would promise to inhale 
two packages of cigarets every day 
for six months. Not only does “no 
boxer, no ~ athlete -in-—-training” 
smoke, but “heavy smoking has a 


positive and demonstrably bad 
effect on longevity, physical and 
nervous energy, and_ general 


health,” he said. 
Nicotine Hit Hard 


“The cause of most of the trouble 
is, of course, nicotine. No one has 
ever denied that nicotine is poison. 
Taken clear, it is as quick-acting 
and fatal as prussic acid. . . The 
nicotine dissolved out of a few 
cigarets and placed on the tongue 
of a grown man would kill him in 
15 minutes.” 

The smoker gets a “lift” all right, 
says Tunney, but it’s exactly “like 
the lift you get from cocaine, heroin, 
or marijuana.” Furthermore, nico- 
tine isn’t the only harmful thing 
the smoker puts in his mouth. He 
also inhales carbon monoxide, am- 
monia, carbonic acid, pyridine and 
a host of tarry substances, plus a 
little arsenic. And _ there’s this 
“special word” to mothers: “Send 
your boy in camp athletic equip- 
ment instead of cigarets.” 


“A Foul Pestilence” 


But Mr. Tunney’s | shattering 
blows at Old Man Nicotine are as 
light jabs compared to the up-from- 
the-shoe-laces sweeps he takes at 
cigaret advertising: 

“I’ve always opposed the perni- 
cious advertising that extolls the 
‘benefits’ of tobacco-using,” he says. 
“While I was training for my sec- 
ond fight with Jack Dempsey I was 
offered $15,000 to endorse a certain 
brand of cigarets. I didn’t want to 
be rude, so, in declining, I merely 
said I didn’t smoke. Next day the 
advertising man came back with 
another offer: $12,000 if I would 
let my picture be used with the 
statement that ‘Stinkies must be 
good, because all my friends smoke 
them.’ That compelled me to say 
what I thought—that cigarets were 
a foul pestilence, and that adver- 
tising which promoted their use was 
a national menace. 

“I am-here reminded of the Met- 
ropolitan Opera tenor whose pic- 
ture was blazoned on billboards 
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ADVERTISING AGE 


December 1, 1941 


with this joyful declamation — 
‘Gaspies Do Not Hurt My Throat.’ 
When asked about it, he laughed 
and replied: ‘It is true, Gaspies 
never hurt my throat—I don’t 
smoke.’ 

“Such misleading advertising I| 
cannot rap too hard. It is dan- 
gerous, particularly to our 35,000,- 
000 young people. . . 

“To me the ugliest of advertising 
is that which features soldiers or'| 
sailors smoking cigarets. As direc-| 
tor of the navy’s physical fitness 
program, I can bluntly say that few 
things could be worse for physical | 
fitness than promoting the cigaret| 
habit.” 


Rouse Adds Three 


Eugene F. Rouse & Co., Los An- 
geles, has been named advertising 
agency for the following accounts: 
Trijex Corporation, Los Angeles, 
cigaret cases; Kevo Products Com- 
pany, Azusa, Cal., food products; 
and E. O. Nay Company, Pasadena, 
plumbing and heating supplies. 


“Newsweek” Ups Hughes 


Edwin J. Hughes, New York state 
manager of Newsweek, has been 
promoted to the post of Western 
advertising manager, with head- 
quarters in Chicago. He succeeds | 
John R. Rutherford, who has joined 
Fortune as Chicago manager. 


| papers throughout the country, an 


| style trend” 


| weekly and twice weekly through 


| cinnati, has donated time on four | 


| campaigns and civilian defense. 


Chicago Adclub Party 
to Be Held Dec. 18 


The annual Christmas party of 
the Chicago Federated Advertising 


Keys New Silex 
Newspaper Drive ub wit! be held in the grand ball 


New York, Nov. 27.—The familiar | Dec. 18, with the Off - the - Street 
“V for Victory” symbol was adopted |Club the principal beneficiary. 
by another advertiser this week | Tickets are $3.30 each and tables of 
when Silex Company launched a_ ten will be assigned in the order in 
newspaper campaign for its new | which checks are received, the com- 
Victory model coffee maker. | mittee has announced. 

In copy appearing in 78 news- | 


Vv for Victory’ 


C. Chester Carlson, 
Colortype Company, with George 
DeBeer, Bauer & Black, acting as 
CFAC officer in charge. Ticket 
sales are being handled by Ed Con- 
forti, Superior Engraving Company, 
and other committee chairmen 
include: Jack Quinn, Western News- 
paper Union, advertising; Mac Har- 
lan, Mac Harlan Advertising, dona- 
tions; M. R. Schoenfeld, National 
Broadcasting Company, prize bags; 
James L. Stirton, National Broad- 


illustration of the coffee maker is 
set against a background of the “V” | 
symbol. The Victory model, made 
in a sandwich glass pattern, is de- 
scribed as the forerunner of a “new 
and as the “greatest | 
value in all Silex history.” 
Insertions of 92 lines will appear 


Dec. 19. Grey Advertising Agency | 
directs the account. 


P & G Donates Time 


Procter & Gamble Company, Cin- 


Company, reception; 
schuur, New York Sun, bag filling. 


of its daytime radio serials to the Launches Tea Drive 

Office for Emergency Management.| Tea Bureau, New York, has 
Starting Dec. 5, announcements on | launched its winter campaign with 
“The Goldbergs,” “Ma Perkins,’|a color page in The American 
“Vie and Sade,” and “Against the | Weekly. First insertion featured 
Storm” will inform the public of | the “hot tea girl,” and will be fol- 
the defense program as it affects| lowed by two similar ones. Wil- 
nutrition, health, prices, salvage| liam Esty & Co., New York, is the 
agency. 
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SPORTSMEN 


ted 
organization in an impartial comprehensive sur\Yey of \all FIELD & STREAM 
three” — sportsmen, sporting goods dealers, and sportikg and 


OUTDOOR LIFE* 


0 
equipment advertisers. When the sportsmen .. . | 0 
dealers ... AND the advertisers independently arri F I R S T 
same conclusion, you have a dynamic picture of 


magazine preference. 


24% voted Magazines X, YandZ FIRST 


DEALERS 


voted 

OUTDOOR LIFE 
and 

FIELD&STREAM 


FIRST 


26 . 4% voted Magazines X,Y,Z FIRST 


ey ADVERTISERS 


O 


records. Through FIELD & STREAM and OUTDOOR LIF 
you have a direct route to the cream of the outdoor marke 
—over 550,000 active, brand-buying, higher-income sports- 
men from Maine to California. Now, as in previous years, 
OUTDOOR LIFE and FIELD & STREAM are overwhelmingly 


in editorial quantity and quality .., voted 
in advertising lineage. . . FIELD & STREAM 
in clean, voluntary newsstand circulation. and 


FIELD & STREAM and OUTDOOR LIFE are the only major outdoor 
magazines whose basic prices are 15c on the newsstand, $1.50 per 
yearly subscription. 


OUTDOOR LIFE 


0 
Yd 33's 


29% voted Magazines X,Y andZ FIRST 


*These are combined first-choice votes. 
In no case was any combination of outdoor 
magecines higher than the OUTDOOR 
LIFE—FIELD & STREAM combination. 


MAIL COUPON TODAY for copy of complete survey 
// ... fresh data for you for '42 


Ditties 


Research Dept., 11th Floor 
353 Fourth Ave., New York City 


Please send immediately free copy of the recent study “Again! 
FIRST With All Three,” which gives the results of an impartial 
comprehensive survey of sportsmen, sporting goods dealers and 
sporting equipment advertisers. 


NAME 
COMPANY 
ADDRESS 

CITY- - 


—- «= 


| 


General chairman of the party is | 
American) 


| casting Company, entertainment; | 
| Lee Ad Richmond, Perkins Products | 
Tom Ver- 


‘following a meeting of a steering | 


j 
| 
| 
| 
| 


COCA-COLA TRIES NEW APPROACH IN DAILIES 


The drink that made useful moments 
\, out of idle minutes 


Tr. hands that rule the world are on the face of 
‘ the clack Measure life hone you will 


in which you 
tell you how you can make such @ minute @ pleasent, 
useful moment in your —or enybody's— busy life. 


wll pause This advertisement wil 


Av pause is part of the pulse of life. So, 
the need to pause must come to every- 
one. No matter whoyouare, where you 
are, or what you do, you will pause 
in your activities several times today 
Something else will happen. You, like 
millions of others, will get thimsty. Be- 
cause of these facts, an idea has become 
a nation-wide industry. 

It worked out like this;—take a pause 
plus thirst and add ice-cold Coca-Cola 
and you have the pause that refreshes 
This “delicious and refreshing” drink 
adds to relaxation what relaxation al- 
ways needs pure, wholesome re- 
freshment. Thus everywhere ice-cold 
Coca-Cola is doing an everyday job of 
good for every walk of life. 

Coca-Cola had to be good to get 


where it is. People found that Coca-Cola 
is truly what it promised to be,—"de- 
licious and refreshing,” with the quality 
of genuine goodness. 

Into the story of this drink has gone 
time, work and far-seeing direction. 
When you raise ice-cold Coca-Cola to 
your lips, in that one moment hangs 
the fruit of many years 


You trust its quality 


Unusual Coca-Cola copy which marks the beginning of a special series in lead- 
ing metropolitan newspapers, supplementing the beverage company's regular 
product copy. Note particularly the box in the lower right corner, which gives 
the company's official blessing to “Coke,"’ a designation for the drink which has 


heretofore been frowned on by Coca-Cola. 


Four A’s-ANA | 
Joint Program | 
Near Completion — 


New York, Nov. 27.—Develop-| 
ment of a program of action grow- | 
ing out of the recent joint ANA-| 
Four A’s meeting at Hot Springs 
appeared to be progressing today, 


committee representing the two as- | 
sociations. Indications were that | 
an announcement on the subject! 
would be forthcoming within a few 
days. 

The special committee, selected | 
from the larger group in charge of | 
the recent convention, includes | 
Chester LaRoche, Young & Rubi-| 
cam; E. DeWitt Hill, McCann-| 
Erickson; Thomas L. L. Ryan, | 
Pedlar & Ryan; Lee Bristol, Bristol- 
Myers Company; Harold B. Thomas, | 
Centaur Company; Paul West, ANA 
president; and Frederic R. Gamble, 
managing director of the Four A’s. 

Meanwhile, it was learned that 
next week the Advertising Federa- 
tion of America will distribute de- 
tails of an expanded seven-point 
program to member 


program, designed to bring adver- 


tising’s story to the attention of all | 


segments of the population, includes 
special approaches to women’s 
clubs, local retail merchants, clergy- 
men, labor leaders 
sional representatives. 


Wayne Pump to Bonsib 

Wayne Pump Company, Ft. 
Wayne, has appointed Bonsib Ad- 
vertising Agency, Ft. Wayne, to di- 
rect its entire account. Bonsib has 
handled Wayne Pump’s_ business 
paper and direct mail advertising 
for the past two years. 


advertising | 
clubs throughout the country. The) 


and Congres- | 


OPM Tightens Its 
Priority Rules 


on Containers 


Washington, D. C., Nov. 27.—The 
containers branch of the Office of 
Production Management ruled this 
week that no packaging materia] 
may be obtained with the assistance 
of the maintenance and _ repair 
priority order (P-22). The order 
applies only to replacement parts 
and not to supplies for use in the 
manufacturing process. 

“Packaging material” is defined 
in the broadest terms, including all 
types of bags, bottles, barrels, 
boxes, cans, containers, cooperage, 
cores, crates, cartons, cases, tubes, 
labels, wrappers, wrapping papers, 
liners, envelopes, cushioning or pro- 
tective packing material, or their 
component parts made of paper, 
wood, fabric, glass, plastic, metal or 
any other material. 


To Pulp and Paper 


OPM also made a jurisdictional 
shift affecting the packing industry 
Authority over the folding and 
set-up box industries was _ trans- 
ferred to the containers branch 
from pulp and paper. The contain- 
ers section, headed by William W. 


Fitzhugh, covers folding cartons 
‘and boxes, set-up cartons and 
boxes, and paraffin cartons and 
| pails. 

Jeweler to Radio 

| Sixteen radio stations in New 


|York and New Jersey will be used 

by Rudolph Brothers, chain jewelry 
company with headquarters 
Syracuse, for a transcribed series 
campaign to promote Christmas 
jewelry sales. Leighton & Nelson, 
| Schenectady, is the agency. 
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ITTLE did the "Picture-Writers” of ancient Thebes 

dream that, some day, 5,000 years hence, their 
Picture Art would be used to tell the story— not of 
beloved Egyptian queens—but of an adorable little 
make-believe housewife named Blondie. 


Today “Picture-Writing” has been reborn and revitalized editorially by 
the modern technique of balloons and panels. It humanizes its characters 


and has reached its highest peak of development in Puck-The Comic 
Weekly. 


Emerging from the so-called “slapstick comedy” of earlier days, Puck's 
intensely “human” characters—Blondie, Jiggs and Maggie, Popeye, 
Skippy, Barney Google, Prince Valiant, The Little King, Flash Gordon, 
The Katzenjammer Kids, Toots and Casper, and Tillie the Toiler have 
‘come the “mythology” of the American people. They are the folk- 
ore of this modern age—devotedly, eagerly followed week after week 
*y nearly 20 million men, and women and children. 


all forms of national entertainment to which Americans turn by 
‘sinct—either radio, movies or magazines—none holds so high a place 
intheir affections as Puck-The Comic Weekly. That is the reason why an 


advertising message in Puck is more thoroughly read by more people 
than the same advertisement in almost any other publication. 


Little wonder, then, that more than 125 leading advertisers and their 
advertising agencies have found by actual use that Puck-The Comic 
Weekly GETS GREATER RESULTS . .. MAKES MORE SALES. 


Distributed by 15 great Sunday newspapers, Puck's more than 5,700,000 
circulation spreads over the nation fan-like ... insures sales-making 
coverage in more than 500 key markets—the cities responsible for the 
major share of the retail business of the country. 


To visualize how advertisers may profit, as the result of this unusual 
technique, there is a unique presentation, entitled “Picture-W riting,” 
and interested executives are invited to call COlumbus 5-2642 in 
New York, or FRAnklin 0033 in Chicago. 
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FOUNDED 1876 


OMIC WEEKLY 


DISTRIBUTED THROUGH 15 GREAT SUNDAY NEWSPAPERS 
959 Eighth Avenue, New York « Hearst Building, Chicago 


SACk’S 


“After careful study, we recommended 
.--PucK for National Carbon Company, Inc.” 


“When our plans were completed for the 1941 advertising cam- 
paign on Eveready Flashlights and Batteries for our client— 
National Carbon Company, Inc.—we, after careful study, recom- 
mended Puck-The Comic Weekly, among other media,” says Douglas 
R. Hathaway, of J. M. Mathes, Incorporated, prominent New 
York advertising agency. 


“Careful readership-checks,”” Mr. Hathaway continues, “dis- 
closed that tremendous reader traffic was secured for National 
Carbon Company, Inc., throughout the entire campaign on its 
products in Puck-The Comic Weekly 


“As a resule of our 1941 experience, we have recommended 
to National Carbon Company, Inc., a material increase in its 


advertising investment in Puck for 1942.” 


THE WORLD'S BEST SELLERS...IN OVER 5,700,000 HOMES 
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Bottom Named Ford 


Advertising Manager 


E. D. Bottom, for the past year 
assistant sales manager in charge 
of Lincoln and Mercury sales, has 
been named advertising manager o 


the Ford Motor Company, Detroit. | 


He succeeds Roy Barbier, who re- 
signed. 

Before coming to Ford’s home 
office, Mr. Bottom had been Ford 
branch manager in Atlanta. 


Slippers Not Exempted 


The Federal Trade Commission 
has rejected a petition to exempt 
felt slippers from the Wool Prod- 
ucts Labeling Act. FTC ruled that 
the textile content of felt slippers 


is sufficient to bring them within | 
the scope of the act and to require | 


that they be labeled in accordance 
with its provisions. 


JOHNSTONE ..../CUSHING. 
155 E.44 ST. N.Y.C. MU 2°6236) remained unchanged for some time. 


Paper Makers 
Assure OPA No 
Price Boosts Now 


Washington, D. C., Nov. 27.—} 
More than half of the manufac-| 
turers of writing, book, and printing 
paper (excluding newsprint) have | 
advised the Office of Price Admin- | 
istration that no price increase is| 
in prospect in the near future, | 
Price Administrator Leon Hender- | 
son disclosed today. | 

OPA, acting on reports that fur- 
ther price advances were planned) 
by certain producers, wrote letters | 
recently to about 250 paper manu- 
facturers. They were asked to con- 
sult OPA before altering price 
schedules, and to submit cost data 
to justify any contemplated in- 
creases. Assurances were received 
in reply from over 50 per cent of 
those queried that they intended to 
make no price boost. 


Continue Pulp Prices 


Newsprint is not manufactured 
by producers in the writing, book 
and printing paper field. News- 
print is sold on ‘annual contract 
with a provision for price adjust- 
ments quarterly, but prices have 


aon ane 


Earlier this week, OPA extended 
fourth-quarter pulp prices through 
the first three months of 1942. This 


| is expected to be an important fac- 
| tor in maintaining stable prices fer 
| all 


forms of paper. The paper 
industry consumes about 95 per 
cent of all wood pulp. 

Mr. Henderson’s disclosure that 
most makers of paper intend to 
maintain present prices will be good 
news to the magazine and direct 
mail advertising fields, both of 
which had feared a steadily mount- 
ing rise in paper costs. 


FTC Hits Bissell 


Bissell Carpet Sweeper Company, 
Grand Rapids, is charged with price 
discriminations in violation of the 
Robinson - Patman Act in a com- 
plaint issued by the Federal Trade 
Commission. Bissell is alleged to 
have permitted certain retailers to 
buy carpet sweepers directly, at 
discounts ranging from 3 to 15 per 


cent, depending on the quantity 
ordered. 
RDA Sales Appoints 

RDA _ Sales Corporation, New 


York, a cooperative buying organ- 
ization of 250 retail druggists in the 
metropolitan area, has appointed 
Moore & Hamm, New York, as ad- 
vertising agency and merchandising 
counselor. 


Farmer 


Southern Nardware 


’ Market 


In the South today is found fully one-third 


of the nation’s hardware market! (Industrial 


Income and Your Future 


BASED ON 194 


lion dollars. 


development and expansion, heavy building 


activity, and many other factors are con- 


tributing to 


growth. But one factor in particular stands 


out, 


rapid present 


and future 


more than an 
greatest 


income. 


Farmer purchasing power will benefit most 


from the Defense Program, according to the 
Federal Reserve Board, which says farmers 
are now getting 50% more for crops than a 


year ago and 36° more for livestock. 


Cotton prices are up 80° over this time last 


year. 


"SOUT 


R.C. 


The Department of Agriculture pre- 


Smith P 


: ae RANT BUILDING. ATLANTA, GEORGIA es ' 
BOTTON ® ELECTRICAL SOUTH © SOUTHERN POWER AND INDUSTRY © SOUTHERN AUTOMOTIVE JOURNAL 


Department 


South Atlantic states were 38% 


effects of 


of Commerce 


STRIKING 10-YEAR CHANGE IN SOUTHERN HARDWARE JOBBERS’ 
PORTION OF TOTAL U S. WHOLESALE HARDWARE SALES 


a) & 


OU. S. CENSUS OF BUSINESS 


dicts a cash farm income in 1942 of 13 bil- 


Predominantly agricultural, with only 90 towns 


of 25,000 population or over, the South, 


y other section, will feel the 


this increased farm 


Hardware sales! are up already. A current U. S. 


survey shows 


September wholesale hardware sales in the 


ahead of 


September, 1940; in the West South Cen- 


South Central 


tral States, 48% ahead: and in the East 


states, 63% ahead! 


Southern Hardware, whose circulation is confined to the South 


and which covers both the retail and wholesale hardware trade 


of the section thoroughly, reaches more than twice as many 


retail outlets in this section as an 


publication. It’s your logical med 


y so-called national hardware 


ium for selling this huge .. . 


and growing ... hardware market! 


HARDWARE — 


Attorneys Fight 
Efforts to Bare 
Camel Ad Figures 


Argue Exposure Would 
Cause Reynolds "'Irrep- 
arable Damage" 


New York, Nov. 26.—The details 
of how and where major cigaret 
advertisers spend their huge appro- 
priations constitute the “most 
closely guarded secrets” in the to- 
bacco industry, R. J. Reynolds 
Tobacco Company and William 
Esty & Co., co-defendants in a 
$500,000 “idea” suit, declared today 
in fighting a court order that would 
permit the plaintiff to examine 
Camels advertising expenditure 
records over a four-year period. 

This assertion featured proceed- 
ings in New York Supreme Court 
here, involving the claim of William 
Lavarre, photographer and lecturer, 
that he originated the “Seeing Is 
Believing” copy theme widely used 
for Camels a few years ago. As 
reported previously in ADVERTISING 
AcE (Nov. 20, 1939), Mr. Lavarre 
said Esty accepted the idea in 1937 
and agreed to pay him two per cent 
of all advertising expenditures 
covering the theme. In 1938, he 
contends, the agency notified him 
the plan had been abandoned, but 
subsequently launched an extensive 
campaign using the same idea. 

In his original complaint Mr. 
Lavarre asked for $250,000. An 
amended complaint filed last year, 


however, boosted the ante to 
$500,000. Today’s hearing dealt 
with re-argument of a= ruling 


handed down by Supreme Court 
Justice Julius Miller a month ago, 
giving Mr. Lavarre permission to 
examine the books of Reynolds and 
Esty, in order to secure details of 
all advertising expenditures during 
the past four years, affecting media, 
agencies, artists, writers and all 
others who had any connection with 
the company’s advertising. 


Withhold Figures 


Agreeing to furnish the plaintiff 
with the over-all advertising figure, 
but holding that the exposure of 
carefully guarded financial secrets 
would do Reynolds “irreparable 
damage,” defense attorneys declared 
that such an inquiry is unnecessary 
'for the establishment of the plain- 
| tiff’s cause of action. 

“In another litigation brought 
/against Reynolds on a_ similar 
| claim (Fried vs. Reynolds), the 

same question was brought before 
the court,” the attorneys continued. 
“At that trial, S. Clay Williams, 
chairman of the board, and Judge 
Clayton Moore, of counsel for the 
company, pointed out that in the 
tobacco industry, which is highly 
competitive, the most carefully 
guarded secrets have to do with the 
details of advertising expenditures 
—not the total amount. No one of 
the larger companies cares to have 
it known what portions of its ad- 
vertising appropriation are allotted 
to different media, or what amounts 
are disbursed to different advertis- 
ing firms and agencies. These rep- 
| resentations at the trial were suffi- 
ciently moving and the judge urged 
the parties to stipulate a_ total 
| amount, and refused to allow the 
| plaintiff to go into a breakdown of 
| the advertising appropriation.” 


Promise Full Explanation 


Defense lawyers asked that the 
argument be postponed to enable 
| them to get detailed affidavits from 
Reynolds officials giving more fully 
the reasons why examination of 
detailed expenditures would be so 
damaging. Justice William T. Col- 
lins 
Dec. 28. 

In addition to the Reynolds and 
Esty companies, William T. Esty 
and Gerald H. Carson, president 
and vice-president, respectively, of 


Mr. Lavarre’s first contact with the 
Camel account occurred in 1934 


| 
| 


INVITATION 


— 


MEMPHIS 


one of America’s fastest growing cities 


Invites Business and Industry 


“COME AND GROW WITH Us» 


—— ieasiacda -— | 


COMMISSION GOVERNMEN’? 


oF wewrn 


Using newspapers, Memphis and Shelby 
County, Tenn., invade Chicago with this 
full-page copy listing the advantages of 
the Southern city and its trade territory, 
Kremer & Howard, Inc., is the agency, 


when he and his wife appeared jy 
testimonial copy for the cigaret. 


R. K. White Named G.M. 


of Wright-Sonovox 

R. K. White, who has been asso. 
ciated with subsidiaries and affij- 
ates of Genera! 
Motors Corpora- 
tion for 20 years, 
has been named 
general manager 
of Wright-Sono- 
vox, Inc., Chi- 
cago, effective 
Dec. 1. 

In his connec- 
tion with Gen- 
eral Motors Mr. 
White assisted in 
the development 
of Frigidaire. He 
pioneered in the 


R. K. White 


use of radio by an individual motor 


car manufacturer when he _ was 
advertising director of the Chevro- 
let division; and was assistant sales 
manager of the Pontiac division and 
later of the Buick+Olds-Pontiac 
Sales Company. In recent years 
he has held an executive position 
with Campbell-Ewald Company, 
Detroit advertising agency. 


Zivi Leaves Golan 

Walter Zivi, formerly advertising 
manager of Golan Wines, Inc., New 
York, has been named radio direc- 
tor and account executive of United 
Advertising Companies, Chicago. 


Hahn to Ben-Burk 


John G. Hahn, formerly in 
Schenley Distillers Corporation's 
advertising department, has joined 
Ben-Burk, Inc., Boston distiller, in 
the promotion department. He will 
be located in the New York office 


NEW HAVEN 
is FALL! 


Charles Goodyear of New Haven 1 
covered the process of vuleanizing 


| 
} 


| 


adjourned the hearing until} Later. 


ber, because a friendly New York =heP 
keeper had told him if he wanted © 


make a fortune he should invent * 


method to keep rubber from =! king 
the first and largest rubber 
footwear plant in the world we built 
in New Haven. It was around one of 
these companies that the nited 
nized 


States Rubber Company was or: 


lin 1892. 


the agency, are listed as defendants. | The New Haven Registet 
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Every operation in the production of The Daily Oklahoman and 
Oklahoma City Times reflects the precept of their management that 
‘We have no business being less of a newspaper than we can be.” Eight 
hundred Oklahoman and Times employees go a step beyond their ap- 
pointed job of making two good newspapers. They put in the extra 
effort that makes these newspapers outstanding. 

The Oklahoman and Times are as clean typographically as they 
are editorially. Every run is set from virgin type. Engraving equip- 
ment of the latest type permits skilled workers to produce work that 


| 

& 

2k 
* 


sets the pace among southwestern newspapers. Recent improvements in 
the stereotyping room assure a more perfect fitting of plates on the presses. 
And all of this combines to render a crisp reproduction of type and pic- 
ture that attracts readers. 

Editorially and mechanically, The Oklahoman and Times ARE no 
less of a newspaper than they can be. They offer the most powerful 
wedge obtainable in the doorway to sales in the Oklahoma City market 
... where farm income is 27% abovea year ago... where retail sales are 
up 16% from 1940... where defense orders rank it 18th among all states. 


THE DAILY OKLAHOMAN 
OKLAHOMA CITY TIMES 


THE OKLAHOMA PUBLISHING COMPANY 


THE FARMER-STOCKMAN * MISTLETOE EXPRESS * WKY, OKLAHOMA City * KVOR, COLORADO SPRINGS 
KLZ, DENVER (Under Affiliated Management) * REPRESENTED NATIONALLY BY THE KATZ AGENCY, INC. 


% 
x 
i 


7 ‘ 
C ae P) ane 
in he Deis eas ee hea es aad ge ¢ 
: hes Rt + “ e ! ¥ “ 5 r Li "i as i fo —_ " 
“f ow INST ee ae 5 4 rade heated me : ee i ze TAS Were car 4 2 EP 2h Peso 3 f . ti 
ee by 
—— a —_— 7 $$$ (| he ee 
H 
2 a oe 3 = ‘ — ‘ — a. 
Se «8 ; & — ees eRe Set gt es oN A & _ 2 RS : : y 
; é. = ee aed x Foy ; : Se = Se RS bY or 5 
< — a ‘ . % . : By “4 > ee SS ~ F ee 3 * - se 
Be hae 3 . = x at ese eS “ae i bs a sane - 
cy aan “t S ae ee See as ma te 7 ere ae : ; ; ‘ | j 
ier ‘ “s ae = <9 5 > oat Ne R . : me 
S mar “ ~ hes a ~~ = ES i ; : : nu ‘ ‘ } 
oe . “— er Cant & Rs TE Se: ne : ' : : ; 
lt Fe ae setts a ® eee -e> = i . = 4 ' i ‘ : ¢) ; 
3 ¥ oe “-.* ; a a eee sees J 8 ry ts . 7 . a ’ ee Es 
som ke. RET} ser ae < Seer a 3 one : : ; 
. wee Es Ay ¢ tae ms oe 7 : ; & 2 ; : mn fis 
ae i, Mot ae pa EA VERS RR ol § " 3 ; | ; 
wes = = Sag aS fo * : . . 3 os 
ne Ses ae SS aby, as: ae § : : < pee 
Pe sare! va gee a | ee | "ai 
x fv aS + x eke: ; Paty a 4 & » . % é : . | 5 — 
gopher ae dade Lea aS = ee . Y . oe ) 
f foe ome a . 4 os 3 ~ < ee - : — BA % i Ne ‘ : ; . = 
7 a, — So BB Pas oe a OR ? we 
¥ $3 poe Se = Ws aac SB we SEK LS “4 ote od . $ pe 
i ; we ¥ : pea’ a ¥ "5 Sa ~ 4 - — = N a : ee mee 
e 9 e- : om RR ey + x . ™“ , 
{ te he pie e: eee I ee Sy gt . : ‘ . aN he ; 
Se ar ef = 3; ier iy we aS me oe] ns . = 
age | mS 5 : < ‘ pass ng 04 ‘* | eae 
y . yh be b “SS ; | . 
“~* ns. x a ? 
r So aa | : ts mee 
Toe Th ae “e Sie 
1 -— ee ae es ee eer “et 2 
xj “ * a Pee. ge Seta ei a Lay ibs 
; mer . : i ee ee 7 0 ia" Sept 
l Be, ta 4 : : ee as se pe pore ~ *. a ior Zi — : : 
7; . | | % business a ie lie - 
- “BN ‘ > a are ND ; s 7 ie a 
oo ae ipl 7 one Yo 
<< wees : i % at 
eo we bat than sie © 
cy “fi $ . : r t : i ; . oa 
. : re — : - eee ee a lees ass LORD» ecm | al 
| ae . 5 ia S c ee i a Pe. j ae sin _F 
’ ao ” ws 7S sles ee ate "| eee ae ogee ; ; as ei pip) “id 
- Weeee - ai Lae poe ee eS ak, ee 3 pts 
3 : 2 3 Pa’ i a ee ae ‘ comP 2 a - 
Sy leet a ., FO ey qt : en eee Dee et Pec aa 
rr vi Sees Pe : bide at oe coe + ube ; OKLs , Bot er Se } ‘sine 
. a ‘ eh ae eee ee oe a THE  f aa a ee a 
L ia ee * oe ee ee ew 
ie eee Ae : i. ae ‘ aii | = 
e ey ; me ? Pa a. ; or 4 “y ees ie ee i ti. es ae 
& . <a ‘ a , : 2 oie 
C. ss sa a fe ee : ie | oer 
: i, ae ese i + ed > — : ty | i 
Ir | | 4 ; - : : 
In ‘ rll - il 3 fe ; : $ a 
nt —<— te a Cd oe : ‘ee = eee sere _— . os 
h ae = ‘ So = ee: 7 fs rs } ey ie ? Sy ee :, aa ‘ x “ee = de Po May © aa , j 7 me 
e rs as. = ~ aa. i, _ —— Pe ay it one 5 a, -- ; Sak pe Mt a | a a cay Megat” oer oa 2 i ae 7 | ¢ 
a: . Se i bid — Ss: a, ee Aa ' 4 t* PS ee ee ay eel: re “ - RNS Sar | 
0- “a : bi eG me ye A ‘woe x re oe i te ee, ee. ee ee 2 ‘ ae ge Te 
ay wpa ee # Bais ger. _—e ae om my a 3 We Pe, ey 2 wee *- OF om Res a. 
les ; aoe } te —" seek, fe ¥ ty Ra Rae ; bai as ace ae Ye egal sae C0 ee e sh . "ea SEA : bal 
es oa Ps Fight ~ " 4 a o ‘ ie ~ ee Oa ee sa eee ae § or al ie Be - % : 
nd ey ., iis : wal “Le eee » ee . Liat Mall ce a a a £ ‘ pote by 
a = ot F > . : Pa ae yaa Ss, ; a The ae : i Mi Sag is gre * : ae 
ac . re - ro . a em auc ¥ ; a ee | a . i: aS ee al ae % 
a: es Ae Ee: m — w z Ss ; Sain a a ae on; ’ . " j Be a phen a ae ae 
ik ies. 4 ree A 2 7 ad . ' is M Dl lial el oe an i a 3 eg : 
° ac ,; = Lk >. . | a ' Bs 
7 5 a Yen, ae oP) . - as ° oe a 3 *. a i: @ ‘ 
ww . 2? oa oe ee ; oi , e We a Fy: qe ee” ee a RG ee 
i i bd . rT] . 7 aa - y . a oe aes. phage as sown 
i Sa Fe a : x , > ——e c ’ 6fe : ie a -_ ee . a Ce 
a. : a ef ” “ik a ie — ’ , oe Sa aie } . : 
; a a» 4 " a 7 ue . y - co ae a fs ae “i 
in oe td ; = = rn J/vr t= ie NS ¢ cil) Ti ny ~ a a a 
; a VT 6 — ) So ~<a 7 y ee 7 
ew , * J + ae r : _ ‘f J r . - 3 “A bh - oy F ~ A 3: err 7 oe ; 4 j 
. ee i P ra F 3 "4 i Netos., " ‘ ; > eee : 
eC ae ' : = rss Se * on te a 2 a, ™ 
ted .% 4 , ee ee a eee = wee CC 1 6 4 gis. “at. eo ela aa 
e ‘ = _ . a gO oe ce pie — ’ bu 1 ; j ae a ae oy ‘ Ca oe : e 
ty. cl ris ie F 4 Pia — <a Oa ae - ; ae sg wile ae ae. Poe or ? a ; Yn s/4d i gaa al ae 
ji pict a i lie ee “is aa e — Poh. ene . ow 4 oe ; a wa Be ob : "Bey =i ( of : “ey ae A 
a ro ee Sie a oe a ae 2 — «4 Sus a a ae : “ ‘ 
SO ; ed a : # Pile ei = . Bao. ith ie ‘ g i ; 
—. ae oe. ~ ee ute ches : ; : a a a. a Gees 
; ae ——_- sia OA " ¥ : ‘ : ~~ , — ee = 
n's es il . - ire ; ae a : apa ‘ aR se ‘ , ; : oa ‘aa ; 
1ed ee lial — ae . Saal aa * ~ ‘ye ~ . ’ ‘ ’ i: 2 r-*Aly : 4 = ; 4 = 
oes on , : jn vam : ey bg . . = 
in aloe al * ane a ee ' eo ' ee - ta ve, - ro — - i ae 
. = ; -, Shao .< q ene 8 Cee, C hi - , ae 
sce . s oa Po Por —_ - ge wo. Praae: fx" ' Pie 2 3 ere i= 5 aha 
- i  —_e a, / ee fe ey a a Le | = 
a . ’) : : ; a tay al ee: } ae . 
; iL | - 3 
= 4 | : < 
- ke 2 : 
N — 
a 
3 ae 
3 as 
ee 
| a 
r | 
— 
: 4 
00 .. 
a 
rgnay's BiG NEM 
- —- ses 
eS ; 
h ae 4 , 
a és ‘ “es 8 ! 
| | BEHIND - 
~~ cS aa 
NS <~ ~ , 
Fe oe a\ FRONT 
4 ec * Eats 
7 38 =) PAGE 
* # 
. bok , 
faa ; he ft | os os; ait mS} : 
Bs i A Ae oA Ee Raed SRE tg 2 Bi non 
r ee ee te et % avi ae ee fo * Me ne ; a aoe e = Y : : \ 
=“ (a Sgt * RL. ee Sd peepee: reer ge <a — ae | ee = as . Fete YG rah ee : ‘ / oe 
Sree Te ei RN ae cee aa”. ade Sates 8 rates 21 Lee hy, fe. ae 


6 


% ee 2 aye 


ADVERTISING AGE 


194] 


Canada Dry to 
Launch Biggest 
Drive in Years 


New York, Nov. 26.—Canada Dry, 
Inc., has released its largest adver- 
tising campaign in several 
with a schedule including news- 
papers, magazines, radio and mo- 
tion pictures. J. M. Mathes is the 
agency in charge. 

Hollywood stars pictured at home 
with their hobbies will key the 
Canada Dry ginger ale promotion 
in newspaper ads, ranging from 
240 to 700 lines, in 125 cities: in 
half and full-page two and four- 
color magazine copy; and in Techni- 
color minute movies to be shown 


years, 


emphasis on “pin-point” carbona- 
tion. Included on the magazine list 
for Canada Dry’s sparkling water 
are Collier’s, Life, Newsweek, The 
New Yorker and Time. 


| 
Printers’ Ink’ Merges 
Weekly and Monthly 

Effective Jan. 2, 1942, Printers’ | 
Ink and Printers’ Ink Monthly will | 
be merged into one publication to} 
be known as Printers’ Ink with an| 
entirely new physical format. The 
new size will be 84% by 11% inches, 
as compared with the current 5%4 
by 8% inch trim size. 

Many of the features from the! 
two magazines will be continued in 
the new publication. Printers’ Ink 
was founded in 1888, while Printers’ 


in theaters throughout the country. | 


Current radio promotion for Canada 
Dry ginger ale is confined to West 
Coast stations of the NBC-Blue net- 
work carrying the “Michael and 
Kitty” program, which is being used 
on behalf of Spur in other markets. 
The magazine list includes Family 
Circle, Good Housekeeping, Ladies’ 
Home Journal, The Saturday Eve- 
ning Post, Western Family and 
Woman's Day. 


Sparkling water copy will feature | cre: 


|N. W. Ayer & Son, has joined the 


Ink Monthly came into being in| 

1919. 

Inch Joins KINY | 
Merrill Inch, formerly commer- | 


citl manager of KOH, Reno, Nev., 
has joined the Seattle office of 
| KINY, Juneau, Alaska, as national | 
sales manager. 


Shinnick Joins Foley 
Harry A. Shinnick, formerly with | 
Ketchum, MacLeod & Grove and 


the product’s mixing qualities with) Advertising Agency, Philadelphia. 


| veloped 


Selling Job Ranks 
Tops in New H-0 
Package Designs 


Thomas McManus, 
Maxon Art Director, 
Styles New Cartons 


(Picture on Page 39) 


New York, Nov. 26.—The extent 
to which supermarkets have influ- 
enced point - of - sale merchandising 
stands out as the most significant 
aspect of new package designs de- 
by Hecker Products 
poration for its H-O Old-Fashioned 
and Quick oats. 


The new designs grew out of the | 


realization that more and more 
housewives are making their buy- 
ing decisions as they 
wide variety of packages on display 
in supermarket bins. Instead of 


| leaving it to the discretion of the 
itive staff of Richard A. Foley| grocery clerk, the housewife who 


has not decided on a _ particular 


YOU’VE NEVER SEEN 


A SCREEN MAGAZINE 
LIKE THIS! 


STARDOM is brilliantly new... a break from screen magazine tradition. 
It reflects the advances the movies themselves have made in recent years 


. +. contains features never before a part of screen magazine publishing. 


It is different in layout and makeup, superior in printing and paper 
quality. It is consciously edited to provide to the greatest possible degree 
the glamorous, romantic editorial atmosphere which advertisers have found 
so valuable as a background for their messages. 


STARDOM sets a new standard in screen magazine publishing. Its wider, 
carefully planned editorial appeal destines it for immediate acclaim by 
America's young women. STARDOM joins SCREEN GUIDE and MOVIE- 
RADIO GUIDE as part of GUIDE SCREEN UNIT. Watch for it! Plan for it! 


First Issue: FEBRUARY, 1942 


PUBLISHED BY THE GUIDE MAGAZINES 


Harry HAYDEN, Advertising Manager 


Offices of Advertising Representatives 


551 FIFTH AVE.,NEW YORK CITY - 


731 PLYMOUTH COURT, CHICAGO 


Cor- | 


inspect the | 


| along 


| the 


| brand must make her own selection | 
at the point of purchase. 

With this idea as the starting 
point, the Hecker packages were 
designed to do a primary selling 
job. Bearing in mind that the 
housewife in a supermarket is “on 
the run” and distracted by noise 
and surrounding crowds, Maxon, | 
the Hecker agency, adapted appeals 
|commonly featured in newspaper 
|and radio advertising to the cereal 
packages. 


Resembles Ad 


The back of the new H-O Old- 
Fashioned package, resembling a 
small-size newspaper ad, over- 


throws tradition by using a solid 
block of copy. Since the chief at- 
traction of the product is flavor, the 
copy is designed to sell taste as a 
reward for the extra work involved 
in cooking, in addition to awaken- | 


ing interest in the ‘good, old- | 
| fashioned” way of doing things. 
Below the headline, assem 3d 


Rich and Hearty with that cooked- 
|in old-fashioned flavor,’ appears a 
|small sketch of a mother cooking | 
oatmeal on a_ pot-bellied stove. | 
Tests conducted by Maxon revealed | 
|that nearly one-third of all house- | 
wives prefer the kind of oatmeal 
that their mothers served them as | 
children. The keynote of the copy 
below is the luscious flavor of the | 
oats, made possible by the process | 
developed by Alexander Hornby, | 

with their richness as a} 
source of vitamins and minerals. | 


Uses Balloons 


The lower half of the package 
uses the balloon technique to at- 
tract the eye. A breakfast scene, 
with the entire family at the table, 
emphasizes the old-fashioned idea 
and the balloons repeat the taste 
and vitamin story. 

Jim Nash, industrial designer, de- 
veloped the new front which pre- 
sents the familiar H-O trademark 
with the name of the product in 
old-fashioned lettering. Designed | 
by Thomas McManus, Maxon art 
director, the new back replaces re- | 
cipes on the old package. The old | 
package featured a sketch of a boy 
asking his school master for a sec- 
ond helping. 

For the back of the new Quick | 
oats package, Maxon followed a 
similar technique, first testing a 
variety of copy appeals to find that 
“no more soggy oats” rated highest 
with housewives. In balloon form, 
the headline “Why you'll never | 
have pasty soggy oatmeal with H-O | 
oats!” is followed by three reasons, | 
while the lower half of the pack- | 
age given over to three para-| 
graphs of copy playing up the 
“combined health and taste advan- 


is 


| tages” of the product accompanied 


by balloons which repeat the story. 

In contrast with the cartoons on 
the Old-Fashioned oats package, 
cartoons on the Quick oats 
package are of tiny women stand- 
ing in various positions, the whole 


giving an impression of quick 
movement. 
Recipes for cookies and other 


foods covered the back of the old 
Quick oats package. The front of 
the Quick oats package was changed 
only in a few minor details. 


“World-Telegram” Splits 
Classified Columns 

A departure in newspaper classi- 
fied advertising practice was intro- 
duced by the New York World- 
Telegram last week when used cars, 
camera, boat, real estate and apart- 
ments for rent classifications were 
taken off the conventional classified 
pages, and scattered through the 
paper under appropriate headings. 

Used cars and boats went to the 
sports pages, camera copy to the 
comics page, while all apartment 
and real estate advertising, both 
directory and_ display, now 
placed in one location page 
with editorial material. 


Help Dedicate W71NY 

The largest FM network ever to 
carry a single program was formed 
Nov. 30 for the dedication broad- 
cast of station W71INY, New York, 
WOR's FM outlet. Linked to W7INY 
for the broadcast were W2XMN, 
Alpine, N. J.: W65H, Hartford; 
W43B, Boston: W53PH, Philadel- 
phia; W39B, Boston, and W47A, 
Schenectady. 


is 


on a 


December 1, 


a 


NEW THEME 


UNCLE BOB, YOU CAN SEE HE 

ISN'T DOING WELL AND HE 

CERTAINLY GETS ENOUGH 
TO EAT 


REMEMBER, JACK HES GQo 
20 TIMES AS FAST AS YOu 
NEEDS LOTS OF VITAMINS 
MINERALS TO BUILD BONE 
MUSCLE AT THAT RATE 


NG 
> 
ND 


FEED HIM KELLOGGS GRO-PUP, 
THE NEW DOG FOOD THAT SUPPLIES 

EVERY KNOWN VITAMIN AND 
MINERAL NEED OF GROWN DOGS AND 
PUPPIES. 


-) 
GRO-PUP 
DOG FOOD 


MapESY 


1M GATTLE Cotsen 


Because ‘dogs grow 20 times faste 
children” they need the vitamin 
minerals contained in Gro-Pup dog 
Kellogg Company asserts in a new cam- 
paign theme. Insertions of 160 lines are 
appearing weekly and bi-weekly in news. 
papers in New York, New Jersey and 
New England. Kenyon & Eckhardt is the 
agency. 


than 
and 
food 


Newspaper-Radio 
Hearings Now 
Set for Dec. 4 


Washington, D. C., Nov. 27.—Re- 
sumption of hearings in the Federal 
Communications Commission 
tigation of newspaper contro! over 
broadcasting facilities, scheduled 
for today, has been delayed once 
again. The new date is Dec. 4. 

FCC has completed its case with 
the exception of the presentation of 
an imposing array of statistical 
exhibits. These figures were intro- 
duced early in the proceedings last 
summer, but counsel for the News- 
paper-Radio Committee pointed out 
numerous errors. Hearings were 
recessed in order to permit FCC to 
correct the figures. 

After FCC does present its sta- 
tistical exhibits, newspaper interests 
will have their first opportunity to 


nves- 


| demonstrate that the press does not 


exert undue influence over radio. A 
parade of witnesses is expected to 
testify to the advantages of joint 
operation of newspapers and radio 
stations. 


Four Join Kaufman 

Paul Clark, formerly with the 
Washington Post, Helen Simmons, 
formerly with WOL, Washington, 
and Norman Wollberg have joined 
Henry J. Kaufman Advertising, 
Washington. Miss Acy Glasser has 
joined the agency’s Baltimore office 


YOU'VE 
GOT TO BE 
4 QUICK 


CHANGE 
ARTIST 
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We're Re-Writing the Detroit Newspaper Story 


T is evident, from the A. B. C. Publishers’ Statements for 
Six Months Ending September 30, 1941, that the Free 
Press takes a new position in the field. Its total circulation of 
329,682 is a gain of 6,999 over the same period a year ago, 
an increase of 33,635 in two years, 59,270 in three, 72,968 
in five. Reader preference alone is responsible for this un- 
usual record of growth in circulation. Detroit people depend 
on the Free Press for the first, accurate, COMPLETE news of 
the day. They like its columnists, comics, cartoons, women’s 
pages, vigorous editorials, and the variety of daily features 
which advance their interests. Interpreted in terms of family 
coverage, this 329,682 total circulation is the most effective 
you can buy in this market. Detroit Retailers who check 
cash-register results each day are learning that, line for line 
or dollar for dollar, their advertising in this newspaper makes 
the most sales. While they increased their newspaper adver- 
tising in the past ten months by 1,123,624 lines, almost one- 
half of the increase or 506,118 lines, was placed in the Free 
Press. The NEW Free Press has become a NEW power for 
good advertising. You cannot do a thorough selling job in 
Detroit without it. 


Che Detroit Free Press 


STORY, BROOKS & FINLEY, National Representatives 


MEMBER METROPOLITAN SUNDAY NEWSPAPERS, INC. 
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Dry Goods Group Gets 
FTC Desist Order 

Wholesale Dry Goods Institute, 
New York, its officers, directors and 
members, have been ordered by the 
Federal Trade Commission to cease 
and desist from practices tending 
to prevent competition. 

The order asserts that a whole- 
saler directory published by the in- 
stitute was created for the purpose 


British Copy 
Points Way to 
Advertisers 


of setting up a preferred class of 
wholesale buyers to whom manu- 
facturers might sell without incur- 
ring the institute’s disfavor. 


Capitalized on Football 


New Haven Railroad capitalized 
on Eastern football this fall to pro- 
mote spectator travel on its line. 
Football travel was the theme of 
advertisements in New York and 
Boston newspapers and special 
timetables and promotional ma- 
terial was designed, using such 
stopper headlines as “They took the 
edge off the flying wedge.” Wen- 
dell P. Colton Company, New York, 
is the agency. 


They Bear the 4 Union 


Labels 


| ties in Building of 
Goodwill 
| Toronto, Nov. 27. — Looking 


| toward embattled Britain, Hall Lin- 
| ton, special representative for the 
MacLean Publishing Company, sees 
the key to the advertising problems 
of Canadian and other manufac- 
turers who, because of the war, 
find themselves in an oversold con- 
dition. This key is the result of 
research undertaken by the com- 
pany, publisher of Maclean’s Mag- 
azine and Chatelaine, and was pre- 
sented in a talk by Mr. Linton at 
the recent meeting here of the 
Association of Canadian Adver- 


tisers. 
Most of the British advertise- 
ments, presented with an institu- 


tional slant, take a long look to the 
future. Many point out that the 


| tisements quotes from a financial | 


War Offers Opportuni-. 


| 
technological progress being made} 
| at this time will react to the better- | 


ment of the products concerned 
when peace comes again over the 
land. There is a definitely British 


tendency to make light of present} , 


troubles and treat them with humor 
or quiet confidence. 
One of two Rolls-Royce adver- | 


story revealing that the company’s | 
entire production is going into the | 
war effort. Then there is the sim- | 
ple added statement that “Spitfires 
and Hurricanes are exclusively 
fitted with Rolls-Royce aero en- 
gines.” This copy, which appeared 
in March, was followed by another 
advertisement in September which 
noted that “the Spitfires and Hurri- 
canes this year are far more for- 
midable than they were when they 
won the Battle of Britain,” further 
copy pointing out that these devel- 
opments were the result of im- 
provements in the Rolls - Royce 
engines. 


Points to Research 


One Nuffield advertisement, head- 
lined “Looking After Tomorrow, 
Today,” not only is a morale builder 
but also points out what today’s 
research will mean in tomorrow’s 
products. A second Nuffield adver- 
tisement headlined “The Courage 


MILESTONE 


George D. Mitchell, founder (left), and 


Emil Hurja, present owner and pub- 
lisher, stand by as the 2,500th consecu- 
tive issue, a special 48-page number, of 
Pathfinder rolls from the press. The 
magazine was founded Jan. 6, 1894. 


of Crecy” also is a stimulant to the 
Englishman’s instinct for meeting 
problems with quiet bravery, an 
attitude which, copy points out, is 
that of Nuffield and its organiza- 
tion. 

Bovril uses humor to tie itself to 
the patriotic effort, Mr. Linton 


The Year’s Most Important 


Public Service Announcement 


Beginning Monday, December 1 


Last-minute news gathered by 


The New York Times 


will be broadcast 


every hour on the hour’ by 


WM CA NEW YORK 


America’s Leading Independent Station 


* Monday through Saturday: 8 a.m. through 11 p.m. 


Sunday: 9 a.m., 1 p.m., 5 p.m., 11 p.m. 


points out. In one piece of cop) 
it showed a woman looking long- 
ingly at a mink coat in a sho 
window priced at 400 guineas. H., 
husband tugs at her arm to bring 
her attention to a sandwich m 
advertising: “Keep Warmer 1 
Bovril.” The headline said, “Ke p 
Warmer on Bovril and Invest Yo, 
Money in War Savings Certificat; 
“Yardley turns the scarcity ; 5. 
peal into an attempt to make j¢ 
product much more desirable,” )\:r. 
d 


> 3 


Linton added, with copy headli:« 
“Let Us Be Practical.” This is «.) 
lowed by such an appeal as “C: -e. 
ful use of your cosmetics wil) do 
much to make up for their scar: ity. 
Cherish that exquisite Yardley er. 
fume—is it regal Bond Street o: the 
Lovable Fragrance of Laven (er? 
Treasure to the last pinch ~our 
Bond Street Complexion Pov der. 
Make your lipstick last you longer. 
You know the quality of the lovely 
Yardley things is supreme and 
Quality is Economy —they are 
worth waiting for.” 

Mr. Linton gave other examples 
of advertising by Exide Batteries 
Company, tire 


Cadburys, npa- 
nies, wool and steel comp nies, 
knitting companies, apparel pro- 


ducers, biscuit companies,.the H, J, 
Heinz Company, cigaret makers 
and others. Pointing to these com- 
panies as offering a sound example, 
Mr. Linton observed that “they are 
doing so in a way that will react to 
the benefit of all advertising, that 
will increase public confidence in 
advertising.”’ He warned, however, 
that the presentation of this sort of 
advertising needed versatility, clev- 
erness and a certain amount of 
reserve lest the idea be overdone. 


“Tribune” Pushes Two 


Advertising Services 


Chicago Tribune Newspaper Ad- 
vertising Service has_ introduced 
two new features for its subscribers. 
The first is “How to Read an Ad,” 
a six-times-a-week series of re- 
leases presenting the benefits of ad- 
vertising to the consumer, pointing 
out ways in which non-advertisers 
can profit from advertising, and 
discussing improvement of existing 
advertising. 

The second is a want ad promo- 
tion service issued monthly, aug- 
mented by mats and copy “clip” 
material. The want ad promotion 
supplements existing classified pro- 
motion material. George B. Ander- 
son directs both of the services 


NARD to Set Up 


Consumers Bureau 

A consumer information bureau 
on drugs and health supplies will 
be set up by the National Associa- 
tion of Retail Druggists to cooperate 
with Harriet Elliott, consumer ad- 
viser to the OPM, in gathering data 
to keep consumers informed on 
price trends and conditions affect- 
ing the market of supplies dis- 
tributed through drug stores. 

Action on the project by the asso- 
ciation’s executive committee was 
taken at its quarterly meeting in 
Chicago Nov. 27. The committee 
decided to hold its 1942 meeting in 
Los Angeles the last week in 


October. 


Fine screen h 
tones printed direct on ne 
print—that's Directone. 
tone results far superior to 
dinary newsprint circule s 
Send for copies of Directc™¢ 
fur circulars we've produccs 
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Stecher-Traung Quality 
in your advertising material 
is more important than ever! 


With prices of commodities rising and the demand for 
better quality goods on the up, now more than ever 
your sales and advertising material needs the finest 
quality appearance you can get. It must reflect the extra AS 
cost of your products. It must se// the higher-priced ie 
and higher-quality merchandise! And that is where . 
Stecher-Traung quality in FULL Color lithography counts! 


4 


Today you need the sparkle, brilliance and sales- 6 
boosting advantages of FULL Color in your litho- | 
graphed material. You need that extra appeal of FULL 
Color and that extra quality of Stecher-Traung FULL 
Color lithography. And, best of all, you can have it 
at NO EXTRA COST—because we offer you 


FULL COLOR 
LITHOGRAPHY 


a’ 2-Color Cos? 


Yes, we can produce your Consumer Folders, Cir- 


' ae . 


[TiS wvT ”* 


culars, Booklets, Broadsides, Streamers, Displays, 4 
: Box Wraps, Cartons, Labels and other advertising ’ 

: material in beautiful FULL Color for as little as 
: you usually pay for only 2 colors. And this holds 

? true even in small quantities of 25,000 minimum 

: on practically any job you have. 

: Our plants in Rochester, N. Y. and San Fran- 

; cisco, Calif. are two of the largest, finest and most 


modern lithograph plants in the world. We have 
a large staff of skilled artists and expert color 
photographers to help you. We coat our own 
paper, grind our own inks, do our own varnish- 
ing and other finishing operations. Our battery of 
giant 4-Color Offset Presses is the largest in the 
country. All in all——Stecher-Traung has unequal- 
led facilities to save you time, effort and moncy! 
(Continued on next page.) 
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1942 CALENDAR - ; Gq: 


tu 

7 7 é , < a m 

prepared especially for &£ | | & 

ree . § co 

sales and advertising men! » & 

At last—here’s a calendar ‘‘made to order’’ for YOU! Large 

~ enough to be seen (13"x33”) with each sheet showing the 
= current, preceding and following months—and easy to take ct 
“i Zt off with one tear. The last sheet shows three complete years “ 
‘ha —1941, 1942, and 1943. The calendar starts with December - 
~~ 7 1941—so you can get it and put it up right now! Just mail fc 
is the coupon! b 


36-PAGE BOOK... FULL | 
OF HELPFUL INFORMATION 1 25 as cet? x ! 


This 36-page book is also yours for the asking. It gives you a eo : 
wealth of information on ‘‘How to Step Up Your Advertis- 1942 JANUARY 1942 n 
ing Material and Save Money."’ It explains the use of Full a ae om oa 
Color, contains Color Charts, shows the many kinds of 1 2 3 
Color Illustrations and gives pointers on how to lay out 4 5 6 7 8 9 
z Consumer Folders. In addition, it tells you more about 1] 12 1 
Stecher-Traung—a great American institution which, for 18 
over 75 years, has been a most reliable source of supply 19 
through the stormy as well as the smooth-sailing periods 25 26 


of this extremely essential industry. 


We have offices in leading cities and fifty representatives 
ready to serve you. Ask for samples of our work and quota- 
tions on your jobs. And be sure to get your Calendar and 
Book—write or mail coupon below. 


STECHER-TRAUNG 


LITHOGRAPH CORPORATION 


ROCHESTER, N. Y. SAN FRANCISCO, CALIF. 
BALTIMORE COLUMBUS HOUSTON OAKLAND 
BOSTON DETROIT LOS ANGELES PORTLAND, ORE. 
CHICAGO HARLINGEN MACON SACRAMENTO 
CLEVELAND HARTFORD NEW YORK ST. LOUIS 

SEATTLE 


Stecher-Traung Lithograph Corporation, Department 1505 
274 North Goodman St., Rochester, N. Y. 

600 Battery St., San Francisco, Calif. 

Please send free of charge and without obligation— 


gz 1942 CALENDAR [J 36-PAGE BOOK 


Name Title. 
Firm 

Address. 

City State 
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9 
i ct Bans ‘Typewriter Business Mohawk’'s Spring Mohawk rugs and carpets are used) Wheeler Launches New 
0/ as e foundation for the color . . 
20% Above Record Dri F ieee. Retail Sizzle Book 
- Output of typewriters has reached r1lve to eature Addition of Farm Journal & Prentice - Hall, New York, has 
the highest level in history this , ’ Farmer’s Wife to the 1942 schedule brought out the latest of Elmer 
Packaging Use year, the Department of Commerce Color Rooms follow ed a survey of the farm mar- Wheeler’s books on selling. This 
has reported. Estimates place 1941 3 : ids ket by the Mohawk agency. Moser book, “Tested Retail Selling,” deals 
production at 20 per cent above the Amsterdam, N. Y., Nov, 27.— ® ‘ : ee eee eee 


| 1937 record, the only other previous 
year in which American manufac- 
turers produced more than a mil- 
lion machines. 

The record activity in the type- 
writer field has been reached despite 


& Cotins. Greatly stimulated activ- 
ity in the farm field for home fur- 
nishings was indicated for 1942. 


Backed by an advertising budget 
more than double last year’s, Mo- 
hawk Carpet Mills will push its 
carpetings in Farm Journal & Far- 
mer’s Wife, Life and Woman's Home 


9 of Lead, Tinfoil 


Reynolds Metals Com- 
pany Protests Jan. 15 


Plans Magazine Drive 


great changes in markets. A dec- Companion in the company’s 1942 Industrial Undergarment Cor- 
Order as Heavy Loss ade ago, about half of all type- spring campaign. poration, Poughkeepsie, N. Y., has 
writers produced in this country The drive, which will break scheduled a spring advertising cam- 
; " were sold in foreign lands.  In- 
Washington, D. C., Nov. 25.—Lead g : 


paign for Stardust life-insured slips 


March 2 in Life, will feature illus- “ : 
in 16 national magazines, starting 


reas m8) *titio ro rmany : A ” 
7 ed compet n from Ge NY | trations of “picture rooms” based 


and tinfoil will disappear as a pack- | and other nations have reduced for- 


: early in January and extending 
aging material for cigarets, cigars, eign sales to 12 per cent of all out- ©" Pre-harmonized color plans de- through May. Norman D. Waters & 
chewing gum, candy and other) put. About half of all exports now signed for Mohawk by Lurelle \V . A.| Associates, New York, is the 
products after March 15, 1942, ac-| go to Latin America. Guild, designer and color authority. agency. 


cording to a limitation order issued 


with the sales person’s sales tech- 
nique with particular emphasis on 
tactful price quotations and selling 
extra items. 

Like other Wheeler books, “Test- 
ed Retail Selling” is replete with 
Wheelerpoints and sizzle sentences, 
plus classic examples of selling 
sentence success like the 30,000,000 
square clothes pins sold by W. T. 
Grant Stores through a single tested 
sentence, or the four little words 
that boosted sales of white shoe 
polish 400 per cent for Hecht Com- 
pany, Washington, D. C. The book’s 
price is $2.50. 


this week by the priorities division | 
of the Office of Production Manage- | 
ment. | 

The order provides that no tin, 
lead or composition foil containing | 
them shall be used in the manufac- | 


ture of any decorative article or| f rn 
material, or for the packaging of | %& ve 
tobacco products, gum, beverages,| Jaye 
confections, ribbons for typewriters | Bayoes 
or other business machines, fric- | aa 
tion tape and photographic film. | Pa 3 
Until next Jan. 15, manufacturers | y>% 


é of foil for the uses to be prohibited | & é 
: will be permitted to supply their | 
customers only one-third of the | 


amount sold for the same purposes 
during the first three months of 
1941. Manufacture and sale of foil 
for any of the prohibited uses is 


| 


banned after Jan. 15. 
Tobacco Industry Hurt 


Chief sufferer will be the tobacco 
industry which uses about 85 per | 
cent of all lead and tinfoil, with | 
cigarets accounting for the major | 
portion. The tobacco field was ad-| 
vised some months ago that a foil | 
order would be issued, and experi- | 
ments with substitutes have been | 
made. Cellophane and similar prod- | 
ucts, although under priority con- | 
trol, may still be used in packaging | 
of tobacco products. 

Both cellophane and foil are used 
to prevent loss of moisture. Tests 
made in one cigaret manufacturing 
plant with the assistance of the Na- 
tional Bureau of Standards showed | 
that the standard package permits | 
the loss of six per cent of original | 
moisture content afer 120 hours of | 
exposure to an atmosphere dried 


DRIVE WHEEL | i oe 
with calcium chloride. Under iden- 


1 
tical conditions, but with the cello- ; 


mene per cn Wi te % t T S j oI OT b F od 


foil intact and the cellophane 
mitted, the loss was 38 per cent, 
ind with both omitted 67 per cent. 
OPM action was necessitated by 
the rapidly increasing amount of 
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loss was nine per cent. With the} 


tad being used for foil. At the 
ane ot this year, > = = WNAC WFEA 
100 4 ons a mon ° Ow e . . ° 
mount is 6,500 tons a month and Ws WNAC as the key station, sales power is put simultaneously into a eae 
‘ill rising. The loss of aluminum motion on The Yankee Network's 18 other stations in focal buying centers WTIC WNBH 
isan ingredient for foil caused the ying Hartford New Bedford 
sudden drain on lead supplies. Sav-| throughout New England. WBRK 
ngs of tin under the order are esti- ' . . * * * WEAN , 
es ot 900 tone o month, That's applying intensive action where ha will get ra: ol Pittsfield 
—— a an the most effective results . . . the areas where popu- eean NLC 
a , w Lo 
The ink on the order was hardly lation is largest . . . the markets responsible for 90°, Wlesnesier jew London 
dry before Reynolds Metals Com-| of New England's retail sales. WLNH 
pany had entered a strong protest. — . | Wicc Laconia 
R.S. Reynolds, president, issued a| This is the method that scores of national adver- Ka _, WRDO 
‘atement in which he said that his) tisers have found successful year after year, because Augusta 
ompany is the only civilian user : 
{ lead which will be affected by| Yankee Network stations have the complete coverage od WCOU 
~ edict, and that foil plants at) and thorough, long-established acceptance essential for Lewiston 
Xichmond and Louisville would 9 ; WLLH Auburn 
have to be closed Jan. 15, throwing | building dealer good will and consumer buying. i onal WHAI 
2000 men out of work. , . P Le 
He added that development of a Information about The Yankee Network is as easily wrence Greenfield 
“tw process has cut in half the accessible to an advertiser in San Francisco as it is to WSAR WSYB 
mount of lead used in lead foil, | thee teil Fall River Rutland 
nd that only 3.5 per cent of the 6 aes Cee ee 
ippiy of lead is needed to meet WLBZ WEL! 
dieniain | Bangor New Haven 
— — 
Chance for Scholars | 
National Peanut Week will be 
, “served from Jan. 22-31, the Na- 
4 nal Peanut Council, Atlanta, has | T H E A N K E FE F T W O ° K | N C 
*tided. Contests and promotional 
‘aterial for dealers will feature the / ? 
\ uth annual observance. Contests 21 BROOKLINE AVENUE, BOSTON, MASSACHUSETTS 
\ il be run in local schools and 


izes given for the best essays on 
Manuts. Any scholar who wishes 
“write an essay can obtain infor- 


EDWARD PETRY & CO., INC., Exclusive National Sales Representatives 


“ation about peanuts from the 
“uncil. Governors of peanut-pro- 
uing states are expected to set the 
meek by official proclamation. 
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Fruit Exchange | 
Will Continue | 
Big Ad Program 


Report Bares Success 
of Drive During Past 
Year 


Los Angeles, Nov. 25.—So suc- 
cessful was the extensive advertis- 
ing and merchandising campaign of | 
the California Fruit Growers Ex- 
change during the 1940-41 season | 
that continuation of this investment | 
was authorized by the board of di- 
rectors here last week with a tax of 
seven cents per packed box on| 
oranges and 12 cents on lemons. 

Advertising of the Exchange is| 
allocated according to the results of 
widespread surveys, and the media 
used during the past year included | 
color pages in magazines and Sun- | 
day newspapers for presenting basic | 
health and appetite appeals, and| 
daily and weekly newspapers and 
radio for meeting the needs of spe- 
cific markets and seasons, supple- 
mented by farm and small town| 
magazines, outdoor posters and spot | 
radio. Both oranges and lemons | 
were advertised in Canadian and | 
Hawaiian markets. Both oranges 
and lemons were merchandised 
over the radio program, “Hedda| 
Hopper’s Hollywood.” 

In a breakdown of the results of 
the advertising program, General 
Manager Paul S. Armstrong pointed 
out that per capita consumption of 
lemons has increased 21 per cent 
since the early twenties. The sales 
slogan, “Best for Juice and Every 
Use,” was the theme of Sunkist and 
Red Ball navel orange advertising 
which used newspapers, radio, out- 
door posters and painted bulletins 
with coverage in small town and 
rural markets being supplemented 
by the use of 2,600 weekly news- 
papers. 

Use Vitamin Theme 


The valencia orange drive, head- 
lined “Get Your Vitamins the 
Natural Way —from Foods,” used 
313 daily newspapers in 213 cities, 
weekly newspapers in 2,606 small 
towns, color pages in women’s and 
general magazines and the Sunday 
magazine sections of metropolitan 
newspapers in 49 cities. The Hedda 
Hopper radio program was supple- 
mented with spot announcements 
in 26 southern markets, two outdoor 
postings appeared in 135 cities, and 
painted bulletins were added in 
seven of the largest markets. 
Grapefruit promotion was restrict- 
ed by the one cent per box assess- 
ment. 

“Largely in response to coupon 
offers in magazines and radio ad- 


FIRST 
IN ST. LOUIS 


In national spot and 
local commercial 
quarter hour volume. 


ST. LOUIS 


KWK 


Mutual Broadcasting System 
Represented by Raymer 


| vertising, 325,000 consumer book- 
lets were distributed during the! and installing 74,678 displays in 3,- 
year, including 152,000 lemon recipe | 


books and 
books,” 
report. 


142,000 orange recipe 
said the Exchange’s annual 


Dialects Used 
Sunkist radio programs emanat- 


/ing from Manila were used to reach 


oriental markets. Magazine copy 
in native dialects, English and Chi- 


nese was supported with personal | 
| dealer service as well as cooperative 


dealer advertisements. In Hong 
Kong, newspapers, magazines, post- 
ers and films were used with con- 
siderable distribution of Sunkist 
recipe booklets in Chinese. 

The Sunkist dealer service di- 
vision completed its 26th season 


with 66 men making 125,270 calls | 
779 cities and towns. With jobber | 
service displays and pieces dis-| 
tributed to the trade in response to 
trade advertising and direct mail, 
the total number of pieces exceeded | 
two and a half million. The jobber 
service program, in its second year, 
included the mailing of a bulletin, 
with display and sales ideas and 
offer of special display material, to | 
11,000 jobbers and their salesmen; | 
and the sending of 18,000 copies of 
the “Sunkist Advertising News,” 
picturing and explaining the whole 
Sunkist campaign, to jobbers and | 
leading retailers four times a year. 
Trade advertising stressed the profit | 
possibilities of Sunkist fruits. 


Taylor Heads Chicago 
Office of “N. Y. Times” 


Douglas Taylor has been ap- 
pointed manager of the Chicago of- 
fice of the New York Times, suc- 
ceeding J. P. Cunningham, resigned. 

Mr. Taylor was with Printers’ Ink 
for 20 years, having served as ad- 
vertising manager and subsequently 
as vice-president. More recently he 
was with L. E. McGivena & Co., 


New York. Mr. Taylor assumes his | 


new duties Dec. 1. 


2 to Redtield-Johnstone 


Pneumatic Institute Company, 


New York, health appliances, and | 


P. Portnow, New York, trusses, 
have appointed Redfield-Johnstone, 
New York, to direct their adver- 
tising. 


Philadelphia Adwomen 


Give 15th Annual Course 


For the 15th consecutive year, the 
Philadelphia Club of Advertisin. 
Women will present its “Introduc- 
tion to Advertising” course. 

Classes will be held Monda 
evenings at Central Y. M. C. A. 
1800 Arch street, commencing Ja; 
5. Tuition is free, but there js 
registration fee of three dollar. 
plus $2.50 for the textbook. 


To Dundes & Frank 


Council Against Intolerance 4 
| America, New York, has named 
Dundes & Frank, New York, to 4j- 
rect a campaign for the Bil! of 
Rights Sesqui - Centennial cele}ya- 
| tion. Newspapers, radio and « ut- 
| door posters will be used. 
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ADVERTISING AGE 


F ederal Reserve 
Plays Santa; to 
Delay New Rules 


Washington, D. C., Nov. 25.—The 
Federal Reserve Board will play 
Santa to the public to the extent of 
postponing additional restrictions 
on instalment credit until after 
Christmas, it was learned here this 
week. 

Several amendments to stiffen the 
time buying rules have been under 
consideration for weeks, but of- 
ficials of the agency have promised 
not to disturb present re juirements 


changes planned after the holidays. | Radio Group Picked 
Only products which compete | 


with defense for scarce materials |, 22 man eeiaiad un ten Clos 
are on the list affected by credit | of Production Management to rep- 
regulation. For such merchandise | resent the set manufacturing in- 
as refrigerators, vacuum cleaners| dustry. The functions of the com- 
and radios, the required down pay-| mittee are similar to those of ad- 
ment is 20 per cent and the maxi-|Visory groups set up in other in- 
mum repayment period 18 months. |dustries affected by the defense 
On automobiles the terms are one-| Program. All branches of radio 
third down and 18 months to pay f eager tee, are represented on 
and on furniture 10 per cent down — 

and 18 months. 


Weiss & Geller Adds Two 


Gets Otarion Account 


Otarion, Inc., Chicago, manufac- 


York, has been appointed art di- 
turer of hearing aids, has named 


Arthur Gorden, formerly art di- | 
rector of Brown & Thomas, New 


Start ‘Doublets’ 
Drive with Full 
Page Color Copy 


Twin-Tin Cigarets Get 
First National Adver- 
tising 


| Louisville, Ky., Nov. 26.—With 
rector of Weiss & Geller, New York.| @ SPlash of color, Axton-Fisher To- 


; : . Stack-Goble Advertising Agency,| Joseph H. Cohn, formerly with| bacco Company will send another 
until after the gift buying season. | Chicago, to direct its account. News- | Biow Company, New York, has/entrant into the nation’s highly- 
No indication was given as t0| papers and spot radio will be used.| joined W & G as account executive.| competitive cigaret market next 


yrom Home- 


i 
rs 
ta 
4, 


Where the Heart’ zs! 


This Heart—these 13 Upper Mississippi Valley states that have a God-given 


monopoly on productivity—forms the major farm market of the world! 


Every year, the fortunate farmers of this closely knit region produce more than 


half of the national farm wealth— which this year is estimated at 10 billion, 600 


million dollars—next year even more! For they are the farmer-financiers of America. 


ina real farm market. 


tween farm and nonfarm markets. 


And, among the Heart farm families Successful Farming is preferred above all other 


firm magazines! What's more, Successful Farming guarantees real farm readership 


Ask any Successful Farming salesman to prove these points to you. Ask him 
ibout Successful Farming’s editorial vitality—its double-duty concept of editing 


for farm and home — its ability to give your magazine schedule better balance be- 


Meredith Publishing Company, Des Moines, lowa. 


7am Rogen 


month with full-page magazine ad- 
vertising of its new luxury cigaret, 
Doublets. 

Regal-sized Doublets were intro- 
duced by the company last fall (Ap- 


VERTISING AGE, Sept. 8) in twin 
snap-open metal containers. Each 


tin holds ten cigarets and the pack- 
ages are held together with a cello- 
phane wrap. But the initial litho- 
graphed design of a courtier on a 
modest silver background has given 
way in the new containers to 
brightly-colored enamel, embossed 
in gold with the figure of a horse 
and the single word ‘“Doublets.” 
Colors offered are green, red, blue, 
maroon, white and black. 

Initial four-color ads in the 
Doublets drive will appear in the 
Dec. 13 issue of The New Yorker 


and the back cover of the January | 


Esquire. Presenting “Something 


New for Christmas,” the company | 


suggests a special holiday gift box 
containing 12 of the pocket-size 
cases. The new luxury cigarets are 
described as the Imperial Doublets. 


Features Emphasized 


Copy lists four features of 
Doublets: they contain a skilfully- 
blended tobacco; they have no acro- 
lein, “the major throat irritant 
which is present in the smoke of 
nearly all other cigarets”; they are 
oval-shaped, cork-tipped and ‘20 
per cent longer than ordinary cigar- 
ets”; and the “exclusive twin pack, 
designed by one of America’s fore- 
most artists, gives you a set of 
luxurious pocket-thin cases that are 
unequalled for beauty and utility.” 

Extension of the campaign, possi- 
bly to women’s magazines, has not 
yet been determined. That Axton- 
Fisher expects women to accept 
Doublets with alacrity is indicated 
by a preliminary survey showing 
that the female population likes the 
brightly-colored, crush-proof_ tins, 
which are handy for the pocket or 
purse. 

Blackett-Sample-Hummert, 
handles the Doublets account. 


G-E Shifts Personnel 

H. E. Merrill, formerly advertis- 
ing manager of construction mate- 
rials division, General Electric 
Company, Bridgeport, Conn., has 
been named_ product 
manager. Andrew Doremus, for- 
merly assistant to Mr. Merrill, suc- 
ceeds him as construction materials 
advertising manager. William E. 
Sawyer, formerly in the appliance 
advertising department, has been 
appointed to direct advertising and 
promotion for the General Electric 
home bureau, Bridgeport. He takes 
over duties formerly performed by 
F. A. Parnell and Paul E. Whitney, 
resigned. 


Inc., 


To Launch “Stag” 
Newsstand Publications, New 
York, will launch Stag, a monthly 


|for men, with the February issue 


LUXURY SMOKE 


Ol lew Ciparele. 


e 


promotion | 


‘ ~™ DOUBLETS @ 
| With this full-page, four-color copy, 
| Axton-Fisher Tobacco Co. will launch 


| national magazine advertising of its new 

| luxury cigaret, Doublets. Initial ads are 

| scheduled for Esquire and The New 

Yorker. Blackett-Sample-Hummert is the 
agency. 


News Broadcasts 
Inaugurated by 


New York Times 


New York, Nov. 25.— The first 
regular news broadcasts ever un- 
| dertaken by a New York newspaper 
will get under way Dec. 1 when the 
|New York Times inaugurates a 
series of daily bulletins in coopera- 
tion with station WMCA. 

The programs will be non-com- 
mercial, originating in the Times 
news room, with copy prepared by 
the newspaper's staff. The bulle- 
tins will be heard daily every hour 
on the hour from 8 a. m. to 11 p. m. 
and at 9 a. m., 1 p. m., 5 p. m. and 
11 p. m. on Sunday. 

Arthur Hays Sulzberger, pub- 
lisher of the Times, said the new 
service is designed to keep news- 
paper readers up to the minute with 
the news. “It is our belief that no 
radio news program can take the 
place of the newspaper,” he ob- 
served, “because the perspective 
and completeness of coverage that 
mark the newspaper are impossible 
to attain over the radio. Yet for 
bulletin purposes, the radio has be- 
come indispensable and so we de- 
| cided to embark on this supplemen- 
| tary news service.” 
| Edward J. Noble, owner of 
| WMCA, referred to the agreement 
as the latest of the public service 
broadcasts inaugurated by the sta- 
tion. “We feel that in these critical 
days a primary responsibility of 
radio is to educate public opinion 
_ through unbiased information,” he 
| said, 


Florida Citrus Group 
to Spend $875,000 


The Florida Citrus Commission, 
| Lakeland, Fla., will spend $708,000 
|in advertising and $167,000 in sales 
promotion during the coming sea- 
son. The fresh fruit campaign will 
get under way Dec. 1, and news- 
papers will be the principal me- 
dium. The orange campaign will 
feature the high juice content of 
Florida fruit and the grapefruit 
drive will stress grapefruit as an 
important and inexpensive source 
|of vitamin C. 

| The canned fruit campaign will 
be begun Jan. 1 and will use gen- 
eral magazines principally. Canned 
grapefruit will again be played up 
as a source of vitamins, with spot 


which will appear on newsstands | radio also to be used. Blackett- 
Dec. 2. Sample-Hummert is the agency. 
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Residential Building, 1942 


In spite of all the adverse fac- 
tors which have been introduced 
into the residential construction 
picture through defense regulations, 
the outlook for 1942 is much bet- 
ter than might have been expected. 
It is certain that a large volume of 
construction will be in evidence, 
and even though the market pat- 
tern has been changed in some par- 
ticulars, manufacturers are visual- 


Vol. 12, No. 48 


building materials and equipment 
available in the hands of dealers 
and distributors. As long as these 
stocks are on hand, there is nothing 
to prevent the erection of new 
homes. And many real estate op- 
erators and builders are completing 
projects already begun, utilizing 
supplies which were ordered long 
ago for use on these jobs. 

One of the most prolific sources 


izing a total expenditure for! of business in the residential con- | 
housing of approximately eight and | struction field is the farms. Farm | 
a half billions. building will be continued on a| 


Looking at the defense housing 
picture, there are 275 defense areas, 
already designated by the govern- 
ment, in which there will be no 
restrictions on building, except as 
to the size of individual units. Other 
defense areas will be defined from 
time to time, and considering the 


substantial scale, and many manu- | 
facturers are looking to the agri- | 
cultural market to absorb a very| 
large percentage of their output in | 
1942. Both on the farms and in the 
cities maintenance, repair and mod- 
ernization work, which has the of-| 
ficial government okay, will be in- | 


fact that defense contracts are be-| creased to such an extent as to| 
ing spread out over the country) make up in large part for any | 
more and more, as the result of ex-| shortage of new residential con-| 


pansion of subcontracting, there 
will be few metropolitan districts 
which will not be in the defense) 
housing picture. 

The need for additional housing 
in and around defense production 


struction. | 

The federal government is like- 
wise approving expansion of facili- 
ties for health service in defense 
areas, and federal funds are being | 
_released to assist in this type of 


centers is obvious. With huge new! construction where needed. Thus| 
mills and factories being speeded to| hospital and other _ institutional 
completion for armament purposes,| building will be in line for ex-| 
homes for workers must be pro-| pansion. 


vided on an equal scale. And the 
1942 industrial construction figure, 
defining a market for many manu- 
facturers also interested in the! 
residential field, is expected to 


All in all, there is every reason 
for manufacturers of building ma- 
terials and equipment to feel that 
both sales and advertising oppor- | 
tunities for the coming year are| 
break all previous records. | great enough to justify the main- 

As far as non-defense housing is| tenance of full effort all along the 
concerned, there are large stocks of | line. 


Cigaret Testimonials Again 


Gene Tunney, whom you will re-| particularly the allegations which | 
member as the retired undefeated | he makes regarding testimonials. If | 
heavyweight champion of the world, | you can believe Gene, testimonials 
in the era before Joe Louis, speaks are obtained on a basis which comes | 
a piece on cigarets and cigaret ad-| close to being fraudulent. Maybe 
vertising in the December issue of | he is overstating the case, but as far | 
Reader’s Digest. As a successful | as the millions of readers of the 
exponent of physical culture at| Digest are concerned, cigaret ad- 
present officially engaged in super-| vertisers rest under a powerful in- 
vising the training of boys in the! dictment. 
navy, Gene is entitled to his opin- Here is the place for an initial 
ions about the effect of smoking on | approach to better acceptance of 
health. The extreme results of| advertising on the part of the pub- 
over-indulgence in nicotine which! lic. If advertisers, agencies and 
he portrays may be correctly stated,| media are really concerned with} 
though the reader will undoubtedly solving the pressing problems now | 
have ample reservations on the sub-| confronting the whole field, the 
ject of a reasonable deviation to most convincing answer can be| 
the weed. _ written only after eliminating any- 

The real sting in his comments! thing which would give reason and 
comes in his uncomplimentary ref-| color to criticisms such as those of 
erences to cigaret advertising, and | Gene Tunney. 
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GIVING IT THE ACID TEST 
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This Week 


"Wake me up at three o'clock and I'll let you know my decision.” 


Ad-libbing 


Very, Very Touching 


The touching naivete of Harry 
and David of Bear Creek Orchards, 


Medford, Ore., who start off a color | 
| page in The New Yorker with the 


headline, “Imagine Harry and me 
splurging with a color ad!” is alone 


| worth some comment in this space. 


David’s copy is good enough and 
personal-sounding enough to war- 
rant discussion, and no doubt his 


| direct coupon returns will be bet- 


ter this year than ever before, and 
delighted munchers will bite into 
Royal Riviera Pears in thousands 
of communities throughout the land. 

But what particularly intrigues us 
is the discovery that for $18.50 we 
can take out a full-fledged “Rare 
Fruit-of-the-Month Membership,” 
under the terms of which ourselves 
our chosen ones will receive a 
series of eight thrilling boxes con- 
taining rare fruits in season and 
other delicacies. And if the state of 
our personal exchequer makes a 
full-fledged membership something 


not to be thought of, why then 
Harry and David will let us have a 
“partial membership” for as little 


as $3.98. 

We're thinking of making up our 
own combination of the Fruit-of- 
the-month, the Book-of-the-Month 
and the Panty-of-the-Month for the 
little woman, and we can already 
visualize her sitting on her panty, 
with food for thought in one hand 
and food for eating in the other, a 
happy, carefree woman. 


We're Floating in Words 

It’s been rather a long time since 
Sophie Goode sent us a mimeo- 
graphed piece headed, “For Im- 


mediate Release—Satin from Man-| we have on order with you or that | 


hattan,” and we should have told 
you about it sooner, but we’ve been 
so entranced with its marvelous 
content of just too, too ultra verbiage 
that we haven’t been able to come 
down out of the clouds long enough 
to hit a typewriter key. But now, 
as a result of almost continual read- 
ing of the Opus over a period of 
weeks, we're jerking ourselves 
down to earth long enough to give 
you some of the choice bits: 
“Fabergé, the imaginative fashion 
parfumeur, has just concocted a 
new co-ordination, suavely suitable 
to the times— ‘Aphrodisia’ and 
‘Satin. The same shimmery sur- 
faced Skinner Satin that goes into 
every Aphrodisia package, also 
alive in a selection of high styled 
evening accessories. The color of 
the satin is ‘Aphrodisia’ Green, a 
vivid, vibrant accessory shade that 
burns like a jealous flame against 
black, white, and pastels! ... 
“The newly revived satin evening 


is 


gloves, shoulder length and very,) 


very! Satin evening slippers for a 
sophisticated Cinderella! Satin 
head-dresses to rise  flirtatiously 
above your bangs! Satin garters to 
shine vampishly through split-skirt 
evening gowns! ... 


“Before you dress for the Great 


Occasion, make your bath sybaritic | 
. .dust | 


with Aphrodisia Bath Oil . 


yourself lightly with Aphrodisia | 
Dusting Powder ... whizz a mist 
of cologne over your arms and 


shoulders. 
press a drop of Aphrodisia parfum 
into your lace-edged hankie 

let it touch the tips of your shell- 
like ears. 


“Gentlemen beware—you’ll be an | 
Satin | 


Aphrodisia enchantress —a 
from Manhattan!” 
Get the idear, fellas? 


Sangamo Writes Suppliers 


An interesting letter which San- | 
i sting r whic ——at er 


gamo_ Electric Company, Spring- 
field, Ill., recently sent to its sup- 
pliers has come to our attention, and 
we pass it on to you as a sensible 
solution to a vexing problem. 

“We have had letters from many 
of our suppliers, who, we feel posi- 
tive, are doing everything they can 
to take care of our requirements, 
that to assist them in their efforts, 
they would like to have us sign and 
return to them each month OPM 
form PD-25C,” the letter says. 

“We simply can’t comply with 
such a request. In honesty and 
fairness to our supplier and to our- 
selves, we cannot definitely answer 
the questions raised, or advise on 
which of the various items our 
product is supplied. 
can, and do, make the definite 
statement that, based on the best 
information we can get from our 
many district offices and outside 
representatives, fully 50 per cent of 
our product is used in connection 
with the general defense program. 

“We can further say that, based 
on OPM order P-46, the material 
we may order from you, could, if 
necessary, be given an A-10 rating. 


_ Information 


for 


Advertisers 


The following documents may 
secured without charge from com 


| panies sponsoring them, or throug 
| ADVERTISING AGE, by any nation 


_ show 
| offered by this trading area. An- 
other graph and the explanatory 


advertiser or advertising agen 
executive writing on his busine 


| letterhead. 


No. 1912. Mr. & Mrs. 

Have More to Spend. 

A graph of payrolls in Houston 
1929-1941, heads this page of f: 

issued by The Houston Chronicle to 

the selling opportuni! es 


Houst 


text show how the Chronicle’s « r- 
culation has kept pace with ihe 
city’s growth in consumer income. 


No. 1913. Iowa Plus What? 

A composite daytime cover ge 
map of the Cowles stations, W\IT, 
KSO, KRNT and WNAX, based on 
the fifth CBS listening area survey, 
forms the center spread of this 


| folder, issued by The Katz Agency. 


When you are dressed, | 


However, we | 


attractive book. 


A tabulation covers population, 
radio homes, number and value of 
farms and cash farm income for the 
area. The plus comes in through 
local advantages of individualized 
programming from the five studios, 
dealer support and other aids. 


No. 1914. Visual Factfile. 

This is an interesting presenta- 
tion of the services of Visual Facts. 
Illustrating dozens of examples of 
picture symbols used in charts, dia- 
grams, maps and as_ decorative 
pieces, the pages show how eye 
appeal and drama may be added to 
ordinarily dry facts and figures 
Marketing Map of Lead- 
ing Appliance Sales Outlets. 


Electrical — Home = Equipment 


| Dealer has issued this market data 


map of the U. S., which shows the 


per cent of appliance sales and kilo- 


watt hour sales for each state. In 
a tabulation below the map is an 
analysis showing the circulation of 
the publication by type of store, 
with population, number of wired 


homes and number of farms by 
states. 
No. 1896. They Were Talking 


About Us... 

“Not mad, just terribly hurt,” is 
the way The Star Weekly, Toronto, 
describes its feelings when someone 
was overheard to say that nobody 
reads anything but its comics and 
roto section. After an understand- 
able period of brooding a coast-to- 
coast survey of the Dominion was 
made, and results tabulated in this 
Readership _ per- 
centages are shown for the various 
sections of the paper by location, 


|age, income and occupation. 


“We hope that with this statement | 


you will find it possible not only to 
enter but schedule our orders in the 
regular manner.” 


Jottings 

McKesson & Robbins now warms 
the cockles of salesmen’s hearts 
with a placard signed by W. J. 
Murray, Jr., president, which in- 
forms salesmen that they won’t be 
kept waiting any longer than neces- 
sary. “Please do not hesitate to ask 
how long it will be before you can 
see your man; ask a second time if 
necessary,” it says. .. 

Buckley, Dement & Co. is fore- 
going the traditional Christmas 
greeting to business friends this 
year in favor of a handsome repro- 
duction of the Thanksgiving procla- 
mation of Gov. Cross of Connecti- 
cut issued in 1936... 

The Advertising and Sales Club 
of Toronto had a really different 
idea recently, when its meeting 
notice consisted of a rough layout, 
planographed, with red _ penciled 
notations around it explaining what 
would have gone into the various 


| copy blocks. . . 


| No. 1904. Standard Coverage Re- 
port. 

Station WTAR, Norfolk, Va., has 
issued this report of its certified 
coverage survey, made since its 
recent increase in power and im- 
provement in its antenna system. 
The booklet contains maps of the 
Station’s day and night coverage 
areas, with tabulations of popula- 
tion and radio families. 

/\No. 1859. WHBF and the Tri- 
Cities. 

Radio Station WHBF has issued 
this folder, which contains a map 
of the station’s coverage, wit! 4 


tabulation of vital statistics for the 
primary area and for the Daven- 


port-Rock Island-Moline metropoli- 
tan district. 
No. 1838. How 123 Products Ac't- 
ally Sell in Syracuse. 
Brand preferences and bu) "8 


habits covering 123 products «re 
shown in this new study issued bY 
Radio Station WSYR. The mate:ia! 
includes two surveys: one by ! 
sonal interview method and ‘he 


other by woman’s club quest 
naire. A third section provides @ 
summary of the two. 
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Brewers Use Posters 
Buckeye Brewers Association, 
Columbus, O., has contracted for a 
three-month poster showing in all 
cities in Ohio over 5,000 population. 
The campaign, which begins Jan. 1, 
After this war! will utilize 900 boards and cost 
; the United States will | $20,000. Theme of the drive will be 
ymptly step into a role of a great | institutional, emphasizing beer as a 
; oe of genoa oe eto to | Winter drink. No agency is handling 
China, Russia, Europe, South Amer- the drive, and Packer-Central Out- 
1¢ 
0 
o 
t 


PAA Program 
Acts to Assure 
New Trade Era 


Seattle, Nov. 25. 
over 


aS door Companies, Cleveland, is 
, and the South Pacific, in the arranging rm the posters. 
inion of Don Belding, president | 


the Pacific Advertising Associa | Doultry Show Appoints 

n a vice-president and man-| 
- 7 ae to ies "office et New York Poultry Show has 
— ni ere _|again named Jasper, Lynch & 
Lord & Thomas. | This aca Coast | Fishel, New York, to handle its an- 
sage he is bringing to West Coast) yy) advertising campaign in con- 
advertising and business groups in| nection with the 1942 exhibition to 
a series of talks. be held early in January. Metro- 

While picturing the Pacific Coast) politan newspapers will be used. 


Pacific 4 A's 
Suggests New 
Rebroadcast Rule 


Los Angeles, Nov. 26.—Dan B. 
Miner, chairman of the Pacific 
Council of the American Associa- 
tion of Advertising Agencies, an- 
nounced this week that the group's 
annual Pacific Coast convention 
had passed a resolution, asking that 
rebroadcasts of national programs 
be given the same status as Pacific 
Coast regional programs in the 
selection of radio network time. 

Adoption of the plan by networks, 
the association says, would spread 
the popular programs over an addi- 
tional hour or two and would give 


national 


advertisers more good 
periods from which to choose for 
their programs; would give Pacific 
Coast advertisers a better oppor- 
tunity to secure a favorable period 
for broadcasting; and would give 
the networks more hours of radio 
time to sell when a larger audience 
is available. 

The growing practice of rebroad- 
casts for the Pacific Coast area has 
made the issue pressing for regional 
advertisers, the association declares. 
It believes that if rebroadcasts were 
prevented from preempting time 
from a regional advertiser, every- 
one would benefit. Nine p.m., PST, 
has been suggested as the starting 
time for rebroadcasts of transcon- 
tinental programs, giving dinner 
hours to regionals. 


Griffith Heads Ad Club 
Harold G. Griffith, Griffith & 
Rowland, advertising agency, has 
been elected president of the James- 
town, N. Y., Sales & Advertising 


Club. Other officers elected are 
Julius King, vice-president; M. J. 
Dibble, Welch Grape Juice Com- 


pany, vice-president; George Fall- 
dine, Penrod Jurden & Co., sec- 
retary; and George L. Rodman, 
Rodman Letter Shop, treasurer. 


Wheelock Adds Giese 
George H. Giese has joined Ward 
Wheelock Company, New York, as 
assistant account executive. He 
was formerly in the promotion de- 
partment of Belnap & Thompson, 
Chicago, and previously in the mer- 
chandising department of Indepen- 
dent Grocers Alliance, Chicago. 


as playing a prominent role in this 
new commercial era, Mr. Belding 
pointed out that it was predicated 
on the assurance that the American 
system of free enterprise will reign 
supreme. He then pointed out how 
the PAA’s advancement of business 
program is proceeding to publicize | 
the true story of business and ad-| 
vertising in a counterattack on their 
traducers. 

“You may rest assured,” he told 
his listeners, “if teachers have the | 
truth and right perspective, if con- 
sumers understand the truth—and 
if legislators know consumers know | 
the truth we need have no fear of 
any one.” He told how educational 
committees of the PAA in coopera- 
tion with the Los Angeles chapter 
of the Four A’s have prepared 
advertisements to appear’ twice 
monthly for three years. 

Carl Eastman, Pacific Coast man- 
ager of N. W. Ayer & Son, has been 
named head of a committee to study 
application of this material to out- 
door. William F. Fielder, of Fielder, 
Sorensen & Davis, is working on the 
car card angle with two sketches | 
ready to be posted Jan. 1. L. W.| 
Lane, publisher, Sunset, is handling | 
the magazine end and, starting with | 

the January issues, advertisements 
F will appear in such magazines as | 
| Family Circle, Idaho Farmer, Ore- 


Advertisers ave wakin g up to the fact that: 


The country 
is “going serious” 


EOPLE are worried —they are worried _ the clear, authoritative analysis of trends 


| Deiekingen fee, A cue about what lies ahead—and so is busi- and events which make it a standby with 
S ey ey eae ness and industry. Problems are arising more than a hundred thousand respons- 
l 1 " ' 

. bigger and more important than _ ible readers. 
- | Celotex Cleared §§ Pp 


. ssn haces Genet aeean | selling goods or services. And Advertisers are discovering how 
: Celotex Corporation, Chicago, with discussion of these problems can HEADLINES IN necessar it 4 t h h 
violation of the Clayton Act, THE MAKING CCSS y 1S O reac C ese 
through its acquisition of the cap- 
; ial shock of Cortaia-teod Products| no longer be confined to the Abead-of-th people first, before all others. 
Corporation, New York. ° I€CAA-Of-1Pe-nNews 
con i — ShcCillies privacy of the conference room atialien tus thee They are the people who are ac- 
: Ps econ» CKNB, Campbellton, New | and directors’ meeting. They December Harper's customed to judging problems 
; runswick, has appointed Joseph ° . 
d Hershey McGillvra as national rep- must be explained to the public. WE MUST ACCEPT without favor or prejudice — to 
resentative for 1e nite states, 
- { ‘ TIONING . . . 
2 The course of the future is being oe making up their minds on the 
Ss “ ‘ { : Th . 
8 MEET THE PEOPLE” determined by the attitude of en en basis of facts. They are the peo- 
s the public at large —not only Hoffman Nickerson ple who think, talk, act and 
n, 4 4” oe . . . 
toward what they purchase, but a” rO lead in times like these. 
- toward such business headaches Eugene Wright intse 
: lation risin WASHINGTON: They read the advertising in 
4 —_ eet ee F 6 ern i Harper’s Magazi th d 
. tahoe di DEMOCRACY P §azine as they rea 
. prices, shortages, labor disputes, + ips dias alliaeial adatitnts watiened 
1- P a ft ee ee e caitorial Content: to keep in- 
n. transportation, declining returns | THE ANTI-INDUSTRIAL P 
e ' , REVOLUTION formed. They are among the res- 
¢ on capital, new materials. Roy Helton ‘ble lead E th 
: st your oo you dwt want ebay | ouinianendene ponsible leaders of the country. 
sy fl res irect mail advertisin . . ; p J > > . 
i Sr. kat Here's cant Buhl of the Business and industry are wak- ee ed To win their readership a maga- 
“«iey Jement sales staff getting ready z ° — — ° . ° 
od 220° atter you. As the picture indi: ing up to the danger of the anin- zine must win and hold their 
ap andid - aa aa tela oe’ the ‘ di { , h hi h h H. , M ] h d Ad 
2B istic foe ith nae for going direc formed public discussion with which the respect. arper’s agazinehas done so. Ad- | 
n- [Ml ducing (irom an astonishingly exter country buzzes today. And many people, _ vertisers present their stories in the pages of : 
li- © &xperience) some workable solution. . ‘ i 
~ lative newcomer at Buckley-Dement, waking up to the fact Harper sto accomplish 
“St! is rapidly making himself one of the f 
i- 08t Valuable a « the staff. th at they dare unin- the same result because 
1g De you send holid . . 
€ <a o caneaaehel Gian he pA ad formed are turning to today — the country 1S 
y *€ our colorful, c . . . 
1 Bp Sesh aan a te cee ek Harper’s Magazine for “going serious.” 


” - tt especially attractive prices. 


he wuantitic * are limited and will not be re- 

wf — © call MONroe 6100 or write at 

' on an _ask for samples. Buckley, De- 
va ; Company. 1300 Jackson Boule. | 


“cago, Illinois. 


49 EAST 33rd STREET 
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Prints Unity Issue | 

The Thanksgiving edition of the 
St. Louis Star - Times published as 
one of its features a section devoted | 
to racial and religious tolerance. | 
The special section told of the con- | 
tributions and history of each of | 
the prominent racial and religious 
groups in St. Louis and outlined 
their importance to the welfare of 
the community. 


Lang to New Orleans 


Roy S. Lang, formerly account 
executive in the home office of An- | 
fenger Advertising Agency, St. | 
Louis, has been named manager of | 
the agency’s New Orleans office. He | 
succeeds Richard L. Scheidker, who 
has been called to active duty in| 
the Navy. 


“By not spotting WFDF, Flint, 
Michigan, he’s getting nowhere.” 


| ernment-industry 


| the current emergency with the na- 


|/network Nov. 23. On the air each 


ture on nutrition just started in 


U. Seo Industry ayes as a project of the of- 
Join Hands to ‘ane a ob Soe toon 
Aid Nutrition 


| Agency with the cost of the film 
| being borne by Swift & Co., Chi- 


Washington, Nov. 26.— Govern-| C480. Swift & Co. officials have em- | 


ment and private industry are join- | ce age ee ee cae Pt 
ing hands in the promotion of the | ia. . r ° th eee, one : 
national nutrition program during} tnat of financing the film po yo 
| ing available its extensive informa- 
| tion on nutrition. As in the case 
sistant director of defense health | Of the radio program, the film is 
and welfare services, exercising | subject to the approval of Mr. Wil- 
supervisory powers. | Son's committee. 
One of these promotion agencies | 
is the “Listen America” radio pro-| 7: 
gram, which began its fall and | Liquor Costs Average 
winter series over the NBC Red | Family $26 Per Year 
Average family expenditure for 
Sunday from 3:30 to 4 p. m., EST,| spiritous liquors is $26.22 per year, 
the program is called a living radio| according to a Census Bureau 
newspaper featuring high govern- | analysis of operations in the 16 
ment officials, stars of stage, screen | ny which own and operate alco- 
and radio and leading health scien- | holic | bev og monopolies. Since 
tists. When lack of finances caused | me 1908 census snowed the average 
‘ > . family consists of 3.8 persons, per 
this program to be discontinued | capita liquor expenditures in these 
early in the fall, the dairy indus-| states is $6.90, including men, wo- 
try, under the sponsorship of the | men and children. 
National Dairy Council, set about) The 16 monopoly states have an 
collecting funds to renew its work | annual gross revenue of $264,500,- 
for nutrition. The program is non-| lowe | ch Ga sak Gee 
“ sylvania, g igan 
pag eo on ‘ — __|have the heaviest liquor volume. 
current example OF B0V-! pennsylvania alone, with receipts 
cooperation 1S) of over $73,000,000, earns an annual 
that of a documentary motion pic- | profit of nearly $17,000,000. 


tional committee for nutritional de- 
fense, headed by M. L. Wilson, as- 


& It is Edgar Allan Poe’s story 


of the letter that was safely hidden... because it was placed in 
the most obvious spot possible. 


The basic fact of magazine values 


has been as obvious, just as easily overlooked. 


This obvious fact 


has been rediscovered, through a study made by Elmo Roper. 


It is being reported now by Cosmopolitan representatives as 


a service to all monthly magazines. It has already influenced 


the placing of some 1942 advertising. 
CL “in 
(Lt as Ul 


| _ SHOWING HOW ADS 


| 
| 


— Sat to BUT...000 to 


=e = 


ORIA Advertising 4 Selling Club 


Cooperative Series 
Emphasizes Value 
of Advertising 


Peoria, Ill., Nov. 26.— How ad- 
vertising adds to the comforts of 
life—not the cost of living—forms 
the nucleus of a special campaign 
currently running in Peoria’s two 
newspapers and credited to the 
cooperative effort of an agency 
|manager, company officials, en- 
| graver, printing companies and the 
|newspapers themselves. 
| The series grew out of a recent 
conversation between Kyle Hosler, 
|manager of Kane _ Advertising, 
| Peoria, and George C. McNutt, ad- 
vertising manager of R. G. LeTour- 
neau, Inc., manufacturer of heavy 
grading equipment, about defense 
advertising. They agreed that one 
point had not been given sufficient 
prominence — how advertising pro- 
tects jobs and puts money in 
people’s pockets. Mr. Hosler sug- 
gested a campaign to run locally 
and the Peoria Advertising and 
Selling Club enthusiastically backed 
the plan. 

With Mr. Hosler as chairman, a 
public relations committee was 
named. He prepared copy for a 
series of six ads, had the agency 
make the layouts, the type set by 
Loheid Caswell, and engravings 
made by the Peoria Engraving 
Company. Space was donated by 
| the Peoria Journal - Transcript and 
Peoria Star, and reprints were run 
| off by the Logan and Edward Hine 
| Printing Companies. 

The initial ad appeared, on a 
once-a-week basis, on Nov. 13. 
Featured are the advantages pro- 
vided Peoria by the advertising of 
such companies as LeTourneau, 
Caterpillar Tractor Company, Key- 
stone Steel and Wire Company, 
Williamette-Hyster Company, Ros- 
zells Seal Test Dairy, and Altorfer 
Bros. Company, maker of washing 
machines and ironers. Typical of 
the copy is a statement by one 
young worker who declares that 


tising helped give me better wages.” 
Advertising, he continues, “has 
made us sell more contractor’s and 
logging equipment and that means 
more jobs and faster progress for 
all Willamette-Hyster employes. 
“When company business is good, 


all of us benefit. And consistent 
advertising helps make business 
good. Another thing: the more 


payroll there is at local plants, the 
better it is for Peoria, and every- 
body in Peoria. You bet, I’m all 
| for advertising just like my com- 
| pany is.” 

A box in each of the ads, pointing 
|} out that the series intended to 
show how advertising has helped 
local industry sell more goods and 
thus helped Peoria to prosper, calls 
attention to the cheapness of effec- 
tive advertising. Advertising for a 
| loaf of bread, for instance, costs less 
than the paper in which it 
| wrapped: and that for a 10-cent 
can of widely-advertised soup costs 
only 36/1000 of a cent, it says. 


1s 


is 


Mace Gets 4 Accounts 


Meyer Furnace Company, Peoria, 


EORIA *sss:Seis0 


These are three of a series of six ads designed to show how advertising protect: 
jobs and puts money in people's pockets, backed by the Peoria Advertising & 
Selling Club and published in the Peoria Journal-Transcript and Peoria Star 


HELP PEORIA PROSPER | 


HOW [ETOURNEAU ADVERTISING 


PEORIA *s1: sro 


Complaint Issued in 
First Wool Act Case 


In the first action taken uncer 
the recently enacted Wool Products 
Labeling Act, the Federal Trade 
Commission has isued a complaint 
against H & H Hat Company, Chi- 
cago. FTC alleges that the com- 
pany refurbishes second-hand (elt 
hats and sells them without any 
label to show they are not new 

H & H violates the wool act, ac- 
cording to FTC, in failing to affix 
to products made partly of wool 
stamps, labels or other identifica- 
tions showing the percentage of the 
total fiber weight of the wool, re- 
processed and reused wool. 


Eight N. Y. Agencies 
in Basketball League 


Eight New York advertising agen- 
bony compose the 1941-42 Advertis- 
ers Basketball League, which will 
compete for the Arthur Kudner 
trophy. Each team will play the 
others twice during the season. 

The eight quintets in the league 
represent Young & Rubicam; Arthur 
Kudner, Inc.; Batten, Barton, Dur- 
stine & Osborn; Federal Advertising 
Agency; McCann - Erickson; Erwin, 
Wasey & Co.; Benton & Bowles; 
and Compton Advertising. 


EYE’ CATCHERS 


FREE PROOFS! 


obuba tte 


a 


“Willamette-Hyster national adver- | 


wy ah 


SAVE 80% ON 
PICTURE COSTS 


Eye*Catchers bring you pictures under 
inique plan that reduces the cost t 
of low levels Smart, timely shots that 
posed in one of New York's larg 
with famous high-priced models u 
tional advertising In Eye*Catel 


the he ! 


sf im pictures 


ut vou pas 


Fame Green. fot te 


Berry’s Ajax Hatchery, Quincy, Catchers Plan. Ni Aiigntiens 
Macomb Poultry Farm, Macomb, 
Ill., and White Mfg. Company, Mor- 
ton, Ill., funeral equipment maker, 
‘have named Mace Advertising 
Agency, Peoria., to direct their ac- 
counts. 


HMMA ELL a 


EYE*CATCHERS, ii'j = 
10 East 38th Street, New York = 
*Reg. U. S. Pat. Office. = 
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\ LS = How many fish 
: a are there? 


@ Pliny, all-round Roman wise man, studiously learned 
all the 176 species of fish then known to science, and 
smugly proclaimed: ‘‘ Nothing in the ocean is unknown 
to us.”’ 


Pliny was premature. Ichthyologists today are fa- 
miliar with more than 20,000 species of fish—and dis- 
cover about 100 new forms each year. 


Pliny’s isa common fault, found in all circles, includ- 
ing advertising. We’ve always made a determined 
effort to avoid it, to embrace actively the philosophy 
that...‘‘there is always something new, even though 
it be only a new variation of the old.” 


Young & Rubicam, Inc., Advertising 


NEW YORK + CHICAGO «+ DETROIT 
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Forecasts Large 
New Farm Market 
for Appliances 


Washington, D. C., Nov. 25.—An 
immense farm market for electrical 
equipment, which probably cannot 
be satisfied until after the war be- 
cause of shortages of certain dur- 
able goods coincident with the de- 
fense program, is forecast by the 
Department of Commerce. 

Farm income this year is ex- 
pected to be 13 per cent ahead of 
1940 and only slightly under the 
record high of 1929. This fact, 
coupled with advances in the num- 
ber of farms now having access to 
electrical current, indicates a large 
potential market not only _ for 
household appliances but more par- 
ticularly for electrical farm equip- 
ment. An expanded use of mechan- 
ical equipment on the farm is also 
indicated by the growing shortage 
of farm labor. 

It is estimated that more than 2,- 
000,000 farms, or about 35 per cent 


of the national total, now boast 
electrical service. In Massachusetts, | 
Rhode Island, Connecticut, New 


yf : ; 
Jersey and California, five out of | 


: * | 
every six farmhouses have electric | 
lights. 


Survey Lists Uses 


A recent survey of families) 
served by Rural Electrification Ad- | 
ministration systems in 33. states 
showed that 89.7 per cent had| 
radios, 85.3 irons, 55 washing ma- 
chines, 41.8 electric refrigerators, 
and 21 vacuum cleaners. On the 
other hand, only 18.4 per cent pos- 
sessed electric water pumps, 16.5 
utility farm motors, 10.5 poultry 
lighting, 8.2 cream separators, and 
1.1 milk coolers. 

During the five-year period ended 
last year, sales of milking machines 


quadrupled, and three-fold gains | 
were reported on domestic water | 
systems, tank heaters and electric 


brooders. Despite these gains, the 
ratio of saturation remains low. 


Two New England 
Food Cases End 


Two Department of Justice suits 
involving wholesale and retail food | 
distributors in Massachusetts and 
Connecticut have been completed, 
raising to five the number of states 
in which food concerns have been 
prosecuted successfully for illegal 
use of state unfair sales acts. 

The case against the Massachu- 
setts Food Council, 21 companies 
and 32 individuals was ended by 
consent degree as soon as a civil 
complaint was filed. The decree | 
abolished the council and enjoins | 
all concerted efforts to enforce by 
private means the state law. Con- | 
necticut food men fought their case 
but fines totaling $32,500 were 
levied when not guilty pleas were 
changed to nolo contendere. The 
defendants entered into a decree, | 
and the Connecticut Food Council | 
was abolished. | 
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Farm Papers 
Open Expanded 
Ad Campaign 


Chicago, Nov. 25.—With the farm 
market enjoying unprecedented 
prosperity, the Agricultural Pub- 
lishers Association has launched a 
vigorous drive to impress on busi- 
ness executives that farm papers 
are firmly planted in the main field 
of merchandising activity. The pro- 
gram and 
viewed at a meeting of APA mem- 
bers here yesterday at which Vic- 
tor Hayden, executive secretary, 
presided. 

In general the current campaign 
will follow the same policy as the 
drive of more limited scope, just 
completed. More emphasis, how- 
ever, will be placed on the farm 
market, the market and the effec- 
tiveness of farm papers in reaching 
that market being about evenly di- 
vided in copy. Among the points 
which farm paper publishers would 


its Objectives were re-| 


like to have more widely stressed is 
the farm market potential, emphas- 
izing that there are fewer constant 
drains on farm income such as the 
city man’s rent, his commutation 
fares and _ similar expenditures 
which are not open to advertising 
persuasion. Then, too, there is the 
stability of the farm market, 
already pointedly referred to in 
APA copy as “No Booms Today 
and Busts Tomorrow.” 


Oldsmobile Advances 
Haven, Ralston, Others 


Oldsmobile division of General 
Motors, Lansing, Mich., has named 
V. C. Havens, who has been adver- 
tising manager of Oldsmobile since 
1933, director of advertising and 
sales promotion. 

Other advancements raised D. E. 
Ralston, formerly general sales 
manager, to manager of automotive 
operations; H. A. Trevellyan, for- 
merly assistant general sales man- 
ager, to general sales manager; and 
R. E. Griffin, formerly works man- 
ager, to manager of Oldsmobile’s 
defense operations. 


Booklet Gives Data 
on Federal Buying 


A booklet designed to supply in- | 


formation to manufacturers and 


dealers on procedures necessary to | 
establish and maintain business re- | 


lations with the procurement divi- 
sion of the Treasury Department 
has been made available without 
charge. It can be obtained by writ- 


ing the department at Washington. | 


The procurement division, which 
serves as a central federal purchas- 
ing agency and which is now 
spending more than $500,000,000 
annually to buy all types of civilian 
products, is seeking 
sources of supply. 


Starts Keeley Drive 

A new outdoor advertising drive 
for Keeley Brewing Company, Chi- 
cago, has been inaugurated with the 
erection of 16 painted displays, 
none less than 55 feet long, in high 
spot locations around neighborhood 
shopping districts. The displays, 


| 


| 
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AGENCY HEADS 


additional | Walter M. Swertfager (left), former 


account executive with Ward Wheelo-. 
Company, and Harold W. Hixon, 
formerly with Brown & Thomas Advert 
ing Corporation, have formed their own 
agency, Swertfager & Hixon, with hea 4 
quarters at 40 E. 49th St.. New York 


— 


Opens Own Offices 


Sophia Greenbaum, formerly on 


some of which are zeonized, will| the retail advertising sales staff of 


carry the copy theme, “Thrills all 
the way down.” 
pany, Chicago, is the agency. 


Cc. L. Miller Com- | 


the New York World-Telegram, \\as 
opened her own offices as artists’ 


|! representative at 22 W. 77th str et. 


100th 


Broadcast exclusively for the past 12 years ' 


Anniversary of the Philharmonic-Symphony Society of New York 
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Magazines’ Role in- 
HistoryIsTold 
by ‘True Story’ | 


New York, Nov. 25.—A dramatic 
review of the role that magazines 
have played throughout American 
history, with emphasis on the man- 
ner in which the periodicals have 
conformed closely to the movement 
of social forces, has just been pre- 
pared by True Story. 

beginning with the “Era of Revo- 
lution,” the presentation shows how 
18th century magazines reflected 
revolt as well as appeasement senti- 
ments. From 1800 to 1825 the num- 
ber of magazines grew from 12 to 
100. Further progress was noted 
during the Civil War years as well 
as the reconstruction period. With 
the coming of mass production, the 
“spread of goods to the middle class 
created a group of magazine pros- | 
pects fantastically larger than had | 
ever existed before,” and this trend | 
gained momentum through the 


years of World War I and in the 
decades that followed. 


“From the beginning of American | 
history, through each stage of its | 


development, magazines have kept 
pace with social forces at work,” 
the True Story review declares. 

“From preoccupation with po- 
litical issues, magazines have broad- 
ened until they now encompass 
every field of human endeavor. In 
pace with the educational progress 
of America, magazines have spread 
out until now magazines are edited 
for each stratum of society — in 
number and excellence unparalleled 
in all the world.” 

The book, measuring 14 by 22 
inches, attractively printed in offset 
lithography, is profusely _ illus- 
trated. 


Two Join Horton-Noyes 

Llewellyn P. Cottman, formerly 
with the copy department of Young 
& Rubicam, and Herbert F. Thom- 
son, formerly with BBDO’s Pitts- 
burgh office, have joined the copy 
department of Horton-Noyes Com- 
pany, Providence, R. I. 


'and Sperry 


Form Knight & Gilbert 
Agency in Boston 


Knight & Gilbert, Inc., Boston 
agency, has been formed by ten 
associates headed by John P. Gil- 
bert, formerly with R. H. Macy & 
Co., as director. Prominent in the 
new agency are Richard B. Knight, 
formerly vice-president of the Liv- 
ermore and Knight 
Agency; Alfred Jarvis Seaman, for- 
merly with Fuller & Smith & Ross, 
copy director, and J. A. Sidebotham, 
formerly with Montgomery Ward & 
Co., art director. The new agency's 
offices are in the Park Square bldg. 
and a branch will be maintained in 
Providence. 


Uses Vacation Prize 


John P. Squire Company, Boston, 
& Barnes Company, 
New Haven, meat packers, are spon- 
soring a Florida vacation contest, in 
which top prize in each territory is 
a week's vacation for two in Flor- 
ida, all expenses paid, or a $500 
cash prize. Newspapers in the com- 


panies’ sales territories are being 
used, through the Goulston Com- 
pany, Boston. 


Advertising | 


‘Buckingham Tells Adclub 
of Related Selling 


A. O. Buckingham, vice-president 
and director of advertising for 
Cluett, Peabody & Co., New York, 
told the Advertising Club of Hart- 
ford last week that a recent survey 
showed that 85 out of 100 buyers 
in department stores buy only one 
item. His topic was related selling. 

Mr. Buckingham said the survey 
|'showed that shirts and ties led 
combination purchases in men’s 
|} wear with a 30 per cent rating. 
Other combination purchases 
showed the following ratings: hose 


and underwear, 11 per cent; ties 
and handkerchiefs, 10 per cent; 
shirts and underwear, 7 per cent; 


shirts and hose, 6 per cent; pajamas 
and underwear, 7 per cent; and ties 
and accessories, 4 per cent. 


KFEL Adds Addis 


Station KFEL, Denver, has named 
Pierce Addis, formerly with Na- 
| tional Sign Journal, Denver, direc- 
| tor of the station’s program promo- 
| tion department. John Hendrickson, 
| formerly with Capper Publications, 
| has joined the KFEL sales staff. 


The oboe sounds its “a” 


...and a New Century of Music begins 


A hundred years ago in the Apollo Rooms on Lower Broadway, an oboe 


sounded the pitch...the strings, the brasses and the woodwinds tuned 


.-.and a Connecticut Yankee raised his baton to signal the start of 


Beethoven's Fifth Symphony. Before him, at their high music racks, 


stood the first symphony orchestra in America, Behind him an audience 


of some 400 sat upright in their pews. 


come of age? 


harmonic-Symphony Society of New York. 


10,000,000 awaits the opening theme. 


hall in the hundred years of its history. 


because its pitch is accurate and its penetrating tone is easily caught by the human ear. 


Today, in Carnegie Hall, an oboe again sounds its “‘a”’. . . and the 62nd 


successor to Ureli Hill raises his baton before the orchestra of the Phil- 
And behind him... before him... all around him...an audience of 


10,000,000 people listening to the radio on a Sunday afternoon! ... 


More than have heard the Philharmonic within the walls of a concert 


What finer tribute to the world’s greatest orchestra on the beginning 


of its second century? What better evidence of an America musically 


Maitlaislantaiai ai The oscillograph registers the wave pattern of an obve’s“a™ sounded 


by the Philharmonic’s Bruno Labate. Instruments in an orchestra traditionally tune to an obve 


COLUMBIA BROADCASTING SYSTEM 


STRIKES LIGHTER NOTE 


“There goes our ‘Prestone’ Anti-Freeze!” 
. — —_— = ~~ 


(VEREADY) 


ant: FREEZE 


ag 


ANTI-FREEZE 


“MOTHING ELSE LIKE IT! 


In contrast to previous insertions which 
told a straightforward story of possible 
shortages due to defense needs, National 
Carbon Co. has released this ad for 
Prestone, repeating the basic message 
but in a lighter vein. Two earlier ads 
ran in a list of 550 newspapers. The 
new cartoon copy appeared in a sup- 
plementary list of 55 papers. J. M. 
Mathes is the agency. 


Release Seven 
Films Teaching 
Sales Technique 


Chicago, Nov. 25.—-A new series 
of seven sound-slide films on “Mod- 
ern Retail Salesmanship,” designed 
to correct wrong attitudes on the 
part of retail sales people in deal- 
ing with customers, was shown to 
the press here today by the Dart- 
nell Corporation. 

The seven films are entitled “The 
Knack of Greeting Customers, 
“Know Your Merchandise to Sell 
It,” “How to Use Suggestion Sell- 
ing,” “How to Handle Customers’ 
Objections,” “Closing Sales by 
Helping Customers Buy,” “How to 
Develop a Winning Personality,” 
and “Winning Friends for Your 
Store.” 

Each of the films uses a human 
approach to the subject, dramatiz- 
ing selling points to achieve the ob- 
jective of making the films “men- 
tal conditioners.” 


” 


Form NIAA Chapter 


Maryland Industrial Marketers, 
Baltimore chapter of National In- 
dustrial Advertisers Association, has 
been organized and has elected 
M. J. Donahue, Anchor Post Fence 
Company, president. Other officers 
are John F. Apsey, Jr., Black & 
Decker Mfg. Company, vice-presi- 
dent; Thomas McDavid, Commer- 
cial Credit Company, secretary; and 
Mrs. R. F. Kennedy, Gathmann 
Engineering Company, treasurer. 


Brewers Elect Walsh 


Gerald A. Walsh, 
labor relations for 
of Trade, New 


director of 
Brewers Board 
York, has been 
elected executive secretary of the 
organization, succeeding the late 
Lawrence A. Ramage. 


35,021,292 
IN KEY MARKETS! 


That's the average circula- 
tion per week cn 3578 cabs 
in 43 key city markets—at 
a cost of 10.4c per 1000! 
For details, write Wm. E. 
Whaley Co., Washington 
Bidg., Louisville, Ky. 
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The Same Idea 


To the Editor: 
will, I believe, 
tional examples of 
brainstorms. 

Both ads appear 
issue of Modern Packaging. 
Celluloid Corporation ad 

Handsome Is as Handsome Does, 
while the Eastman Kodak Company 
ad points out “Handsome is as 
Handsome Sells.” The striking part 
of this coincidence is that both firms 
are trying to sell the same article— 
transparent acetate for packages. 

The reason we noticed these ads 
is that our client, Showbox Division 
of the Central States Paper and Bag 
Company, fabricated the boxes 
shown in the Celluloid Corporation 
ad ... handsome, don’t you think? 

Tom J. CONNELLY, 
Padco, Inc., St. Louis. 
a 


Backs “Xmas” 


To the Editor: Your correspon- 
dent, Opie Shelton, who objects to 
the use of “Xmas” for Christmas, 
(ADVERTISING AGE, Nov. 17) is away 
off the track in stating that “X” 
represents the unknown quantity 
in this case. 

As employed in this time-hal- 
lowed abbreviation, “X” stands for 
the first letter of the Greek word 
for Christ—a usage which has had 
ecclesiastical sanction for ages. 

Mr. Shelton should have checked 
his facts a bit closer before voicing 
so pointless a complaint—or is he 
just trying to make more work for 
typesetters? 


The 


says 


” 


ALLEN GLASSER, 
Editor, Winners Weekly, Mor- 
ris Heights, New York, N. Y. 
— a 


Caroline Carter 
Sticks to Xmas, Too 


To the Editor: In this corner— 
in spite of that other corner brist- 
ling with 12 governors, the Orange- 
burg Chamber of Commerce, lead- 
ing magazines and the 41 states 
“pledged” for support—in this cor- 
ner sits the defender of the four- 
letter word Xmas. 

To printers, artists and admen I 
leave the decision. 

Gentlemen, there is nothing 
wrong with this word. Typograph- 
ically it is superb—and different. 
For layout it suggests ideas sure to 
attract attention,—and only usable 
once a year! Historically it was 
sponsored by the Popes themselves. 
Traditionally it is redolent of peat 
fires, pine torches, nutmeg, clove 
and roast apple in the wassail bowl, 
and the steam from trenchers of 
mixed meats—capon, cock, venison, 
roast boar, etc.—the hearty hospi- 
tality conveyed by the words “good 
cheer.” It goes with Old English 
or rugged Gothic or the genteel 
Roman blk .. . 

Actually it’s clipped Latin, sav- 


ing space and penmanship for the | 


old monks who signed themselves 
“Yours in Xto” (Yours in Christ) 
and who covered much parchment 
on the copy theme of Xian martyrs 
and Xian fortitude. 

To copy writers I appeal: would 
you sacrifice such words as Noel, 
earol, Christmas “waits,” 


long as the log burned. The mistle- 


toe symbolized the miracle of some- 


thing fresh and green growing in 
midwinter on a bare oak. The holly 


was holy and put up for good luck, | 
‘example for your file of freak ad-| 


but only at Christmas, though you 


could keep a sprig of it for the full | 


year. I may be medieval myself. 
But I protest that the very oldness 
of these customs is their value 
especially at a season dedicated to 
family and friends. We pledge our 
ancestors we will preserve that con- 
tinuity received from them — and 
pass it on in spite of Mr. Hitler. 
Granted that Xmas is an archa- 
ism—but isn’t it a hqney? ‘Course 
if you insist on being technical, the 
dictionary will tell you that the X 
is frequently used as abbreviation 
for Christ. 


The enclosed ads | 
interest you as addi- | 
simultaneous | 


in the current 


Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome. 


THE SAME ARTICLES—THE SAME IDEAS 


MD CON ARS 
os 


SSS | WMéarre | 
ceranct: | PROTECTRD 


—and the ads hit the same 


Copywriters hit on the same headlines for transparent acetate in package making 


In Packages... 


, WANDSOME is 


EASTMAN ACETATE SHEET." 


issue of Modern Packaging. 


alphabet, but the Ch or Kh of the 
old Ionic alphabet, whence came 
the Greek testament. Our eyes 
remember, but our ears have for- 
gotten that it is sounded “Christ- 
mas.” 

We got along all right with this | 
word for some twelve centuries. 
Advertisers should cherish words 
that keep on—especially a coined 
word, which this is—and especially 
because it ties up a reminder. Yet, 
about 1913, if memory clicks, a very 
few advertising men 
sading about the use of Xmas. May- 
be they were space salesmen, or 
wanted to make more type-setting 
by a nine-letter word. Anyway, I 
say they didn’t understand adver- 
tising, and they were using snap 
judgment, with no attempt at re- 
search or investigation, which a lot 
of folks hadn’t even heard of, in 
those days. 

Therefore, while I have a tre- 
mendous admiration for South 
Carolina, for their unique history— 
nevertheless, ye word Xmas is also 
unique, and it has a longer history 
—so I'll fight on to hold it. 

Symbolically it should answer 
the Orangeburg specifications for | 
religious significance. The X (I re- 
peat) is not our alphabetical X, but 
the Greek initial for Christos, and 
in addition it is the sign 
Gaelic cross of St. Andrews. 
dentally he is Russia’s patron saint, 
as well as Scotland’s, 


discredit the X as a 
stands for crucifixion: not on Cal- 
vary, but in the field of his labors, 
by the first-to-follow on the cross, 
for Andrew was crucified on this 
decussated cross! 


If Orangeburg is constructive, 


at the very beginning of the Way, 
for all of us, not at the end! I hurl} 
this reminder into the very teeth of | 
all 12 Governors, and wish I could 


yule— | 
each with a feeling tone all its own? 
The yule log symbolized feasting as | 


It’s not the X of our} 


add a coupla congressmen I know. 
|For if V is for Victory, then I 
| solemnly aver that this X in Xmas 


| shows us plainly the first half of | 


the way! 
CAROLINE WILLIAMS CARTER, 
Cleveland, O. 


| 
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We Have It! 


To the Editor: Here is another 
vertising occurrences. 

The ads of these two competitors 
appeared as you see them in the 
Sunday Des Moines Register. 

W. A. JOPLIN, 

W. H. Millhaem & Co., Des 

Moines, Ia. 

[Editor’s Note: A_ single-column 
“blackout” ad by Koch Brothers, 
Des Moines, declares that “If it’s for 
the office ... We Have it!” Directly 
below this 44-line ad, Des Moines 
Stationery announces in smaller 
space that “If it’s for the office—We 
Have It. You'll Save, Too!”] 


started cru-| 


of the| 
Inci- | 


which is an-| 
other reason why this is no time to! 
symbol. It | 


they will crusade to remind the na- | 
tion that X means the Cross stands | 


Triple Coincidence 

To the Editor: Isn’t it a coinci- 
dence that Time of Nov. 10 and 
Life of Nov. 17 should use the same 
|advertising theme of “Fire when 
|ready, Gridley,” in copy for the 
|B. F. Goodrich Company and the 
| United States Playing Card Com- 
| pany? 

Odder yet, that Rochester, in his 
lines to Jack Benny in their broad- 
cast of Sunday night, Nov. 16, 
should mention Admiral Dewey in 
the same connection. 

Mrs. J. M. 

Director, Mothers 

Bureau, Goshen, Ind. 


STUTZ, 
Service 


- 
Super-timely Copy 
To the Editor: In the Nov. 10 
issue Of ADVERTISING AGE, I came 


across a reproduction of a Graham- 
Paige full page advertisement that 
appeared in the official Navy Day 
program. I cannot help remarking 
on this item because if their ad- 
vertisement is timely, ours which 
/appeared in the October naval de- 
|fense issue of Yachting could be 
termed super-timely. 

We were not only a month ahead 
‘of the Graham-Paige advertisement 
but President Roosevelt as well. We 
also used the famous quotation in 
a follow-up folder published early 


in September, a copy of which is 
enclosed. 
H. E. REIce, 
Secretary, Admiral Farragut 


Academy, Pine Beach, N. J. 


| richness of thought and experience | 


“that have done much to raise the | 
profession to its present high status. | 
Shall we let a few drag it down | 
into the mire by smallness of mind | 
and petty, unfounded hates? The | 
writer thinks it is time to take a 
four-square stand on_ personnel | 
practices not only as a means of 
clearing the air of a repugnant)! 
odor but for the sake of the good) 
name of the profession and as a 
contribution to national unity. 
Harry S. JOSEPH, 
S. Joseph Advertising 
Indianapolis. 


Harry 
Agency, 


- = 


Richmond's Pet Peeves 
Swell Arthur's List 


To the Editor: If Doug. Avtiean | 
wants to add to his list of words 
commonly mispronounced by radio 
announcers, let him tune in the} 
Breakfast Club program early in| 
the morning and hear how the well- 
known words, known and grown, 
have grown into two-syllable words. 

But if WIBG happens to be one 
of the stations that carries the 
Breakfast Club, you needn’t even 
mention this to Copy Cub at all. 
Let him concentrate on the Salerno 
brat who has bobbed up again, after 
everybody had thought her to have 
been drowned; or Mortimer’s wife; 
“and now” Beeman’s pepsin chew- 
ing gum; see or work on the old 
familiar m. c. line, “Thankya very 
much ... giver a big hand.” Do 


DIRECT HIT 
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The sheets that help 
keep bombers fying - 


eg 


Lady Pepperell #2, Sheet. 


American women are graciously fa'ling 
in with the soldiers-first policy, Pepp-rel| 
Mfg. Co. declares in this full-page ad, 
to appear in Good Housekeeping and 
Life, as well as newspapers. H. 8. 
Humphrey Co. handles the account. 


sponsors of programs immediately 
following those goat-getting stop-| 
pers realize what percentage of | 
their listening audience pushes the 
button to get another station every 
time that whining cookie - hungry 
kid or Mrs. Mortimer gets into their | 
‘air? 

And, b’tha way, should these pro- 
grams reach us “through” “over” 
or “by” the facilities of a network 
or is it actually ‘through the use of” 
these facilities? 

Another project is to organize 
control room operators to keep their 
music on the same level as the 
voice, so the band won't raise the 
roof when they strike up immedi- 
ately following the teaser lines at 


the close of a cereal serial. 


But, yes, I really do enjoy listen- 
ing to the radio. 
LEE Ap. RICHMOND 
Perkins Products Company, 
Chicago, 


Appeal to Home-Makers’ 
Part in Defense 

To the Editor: We are enclosing 
a proof of a unique advertisement 
which the Pepperell Mfg. Company 
is running in Life Nov. 24 and Good 
Housekeeping in January. 

So far as we know, this is the 
first so-called “defense” advertis- 
ing by an important manufacturer 
which is directed squarely at the 
average American home - maker, 
and the part she is playing, and can 
play, in the defense program. 

Great demands are being made of 
the textile industry in the defense 
program. The industry is respond- 
ing gladly to the fullest extent of 
its ability. Pepperell feels that the 
women of America should know 
this. They should know too that 
that is why, at certain periods, they 
may not be able to get all of the 


vv? 
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A Four-Square Stand | 


To the Editor: In a world torn by | 
bitter hatreds and prejudices, and | 
at a time when America’s future | 
depends upon unity from within, | 
the advertising profession should | 
stand out like a beacon light of hope | 
in the black sea of intolerance. 
| Yet, a classified ad that appeared | 
|'in your Nov. 3 issue under Help 
Wanted asked that the applicant 
give his religion. The writer has 
noted several others of similar vein 
lin other well-known advertising 
publications. 
| What is the advertising 
sion’s fundamental job? It is to 
create good will for both the prod- 
uct and the advertiser. Surely no 
one can deny that. 

Does the advertiser ask the pros- 
pective purchaser of his product 
their religious affiliations, or does 
the agency refuse to take on an ac- 
count because they think they can't 
| conscientiously work for a client 
whose idea on how to get to heaven 

is different than theirs? 

This matter of prejudice is a 
shame and disgrace on a _ profes- 
sion that should be the embodiment 
of the highest ideals of liberal, un- 
bigoted thinking. 


The history of advertising is the 
roll call of all nations and all 
creeds. Historical and_ religious 


backgrounds have all contributed a 


profes- | 


According to the Sales Management index for 


December, Worcester will 


business activity of any city in New England. 


Average — 17 New England Cities 


The Worcester Market — rich, 


average net paid daily. 


Average — Eight Massachusetts Cities 
WORCESTER, Massachusetts 


by The Telegram-Gazette ALONE. Population: Worcester 193,694 
City and Retail Zone 440,770. 


show the greatest gain in 


S. M. Index — December 


129 
128 
137 


active, prosperous — is covere: 


Circulation: more than 131,00 


The TELEGRAM -GAZETTE 


_ WORCESTER MASSACHUSETTS a 
Ceoece F. Boorn, Publsh3- i 


Ck and ASSOCIATES, NATIONAL @EPRESENTAT! 


OWNERS of RADIO STATION WTAG) © 
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December 1, 1941 ADVERTISING AGE 
things they want exactly when they| third dimensional card back three to Metropolitan Weekly and Puck—| Get 
want them. years. Road's S  Prometon the Comic Weekly. Announcement | 0d Reuter Service — 
Pepperell is explaining this to H. S. THOENEBE, copy, is currently appearing in The | ation WKAT, Miami Beach, 
women in simple, narrative copy— | John Falkner Arndt & Co., Free Cream Offer American Weekly, First Three Mar- | en ee Reema Poe 
explaining that they are helping by| Philadelphia. in M . kets Group and This Week. las Englishmen of the Victorian 
accepting this situation by doing) [Editor’s Note: The third dimen- | mn agazines Promotion of the new cream de- | period to announce its new contract 
without certain things, and by mak-| sional idea goes back to 1932, per-’ | scribes it as an “extra-rich lubri- | with Reuters, Ltd., noted British 


ing things they have last longer—| haps earlier. In the Sept. 10, 1932| New York, Nov. 25.—In a sup-| cant” containing lanolin which is | press service. Station officials be- 
that the great flood of little things| issue of ADVERTISING AGE, readers | plementary campaign for its dry| homogenized “to help it soak better | lieve WKAT to be the first Ameri- 
make up the irresistible power that | were shown an illustration of a car| Skin cream, Pond’s Extract Com-| into the dried outer layers of the | Can Station to sign a Reuters con- 


is America. ‘card developed by the College Inn| pany is offering the newest addition | skin.” Other creams in the Pond’s | t'act, The English wire service will 
JOHN CHASE STROUSE, Food Company, with the center of | to its cosmetic line free with the| line are cold, liquefying and vanish- | supplement WKAT's regular UI 
H. B. Humphrey Company, Ad- | the card protruding to imitate a can| purchase of a jar of Pond’s cold| ing creams. J. Walter Thompson | "©*: 
vertising, Boston. of College Inn rice dinner. Other | cream. Company is the agency. | 
, vv? uses have been made of the same| The introductory offer is being —_—_—_——_ ‘Sunbrite Account to 

It Hits ‘Em type of third dimension display. ] promoted in a single insertion in| Adds Hope Chamberlin ‘Needham, Louis & Brorby 

To the Editor: I noticed a de- ——_—_ Charm, Cosmopolitan, Good House- | j si MRE ae eige 
S i f a Thirdimensio a © lebrat 50th keeping, Harper’s Bazaar, Ladies’| . Hope Chamber lin, Sormerty bhp Swit é& Co., Chicago, has named 
scl ption of a irdimension car eleprates Swift & Co., Chicago, in the public | Needham, Louis and Brorby, Chi- 
card in the Nov. 3 issue of ADvER-| The Evening News, Savannah,| #ome Journal, Mademoiselle, Mc-! relations department, has joined | cago, to handle advertising for its 
qisinc AGE of a new idea of having} Ga., issued a 104-page 50th anni- Call's, True Story, \ ogue and Wo-| MacFarland, Aveyard & Co. as spe- Sunbrite cleanser. Maurice H. 
a punch that jumps right out of the | versary edition Nov. 19. ‘man’s Home Companion in addition’ cial writer. Needham is account executive. 
picture. 

It might interest you to know that 


I have a car card, patent for which 
was granted me in October, 1938— 
Serial number 2133824—which, if a 
die cut design jumps out of the 
card, my device springs right at ’em 
and hits every rider smack in the 


eye, because it is animated. 
The animated cut-out being 
mounted on my patented spring de- 
vice and attached to the card is ac- 
tivated by the vibration in the bus 
or street car and actually works all 
the time, whether bus is in motion 
or standing still, as even the motor 
while idling will produce sufficient 
vibration to make the card jiggle. 
This device I have used for our 
bank here in Detroit since 1936. I 
have employed no salesmen, have 
done no advertising but have 
licensed a number of banks, brew- 
eries, dairies, in fact dozens of lines 
of business in many states, merely 
from visitors to Detroit who noticed | 
the cards in the cars and buses and | 
have written me. 
R. M. MEISEL, 
Advertising Manager, Indus- 
trial National Bank, Detroit. 


7, ¥ F 


They Go Back to ‘32 


To the Editor: Your news item | 
in the Nov. 3 issue of ADVERTISING 
Act on “Third Dimension Car Cards 


Get Response for Banks, Cravats,” 
, sent us scurrying to our files. 
. We developed a “third dimen- 


sional’ car card for the Morris Plan 
Bank of Philadelphia which was 
posted in 1938. 

The Morris Plan Bank car card 
shows a hand holding a savings de- 
posit book. The sleeve of the coat 
is hinged and stitched to the top | 
of the card. The hand with its book 


projects outward into the car giving HE target...the Los Angeles market with a Express with the LARGEST A.B.C. city zone 


the effect of a third dimension. 


1 hy ae stg ng teelpethe ced ‘bulls-eye’ of the Los Angeles A.B.C. City circulation—the LARGEST city and suburban 
was the fact that the hand wiggled | 

and attracted attention hile the Ps ° ° ° ° ° 
ar was in motion. Foreseeing the) 2One in which are concentrated 1,955,824 circulation and the LARGEST total circulation 
possibility that vandals might pull 

if the hand, it was repeated on the} ¢onsumers who comprise 70.2 per cent of Los of any daily newspaper in the West! An out- 
surface of the card so that the card 


is effective witl ithout th . . ; i i i 
ee ee *| Angeles County’s entire population and who standing medium in an outstanding market! 
We have always felt we were the . ‘i 
riginators of the third dimensional) account for 74.6 per cent of its annual retail 
idea. Possibly we were not. But 

until someone else is heard from, 
please push the conception of the sales. 


INDUSTRIAL HIGHLIGHTS OF THE 
LOS ANGELES CITY ZONE 


Concentration such as this makes possible 


F AHO maximum advertising effectiveness in develop- 
i} q int? 


° ° ° ° “” Lockheed-Vega now employs 
Sioux City—the heart of tae =o quick, lasting demand and profitable 51,964 workers with a monthly payroll of more than 
ge — P P : $7,500,000. The backlog of this company stood at 
_ cele he anon pert at distribution in this ee FIRST market $645,076,824 on Meueieine 4. Production of military 
pacity. Over worth of live stock has ° ’ 


been received here during the first eight months of ' planes for the first nine months of 1941 totaled 
ths year. Large increases have been made to the of the West 3 
workers within the past few weeks. This brings $99,000,000. 
Sioux City into one ef the most prosperous cities 
in the nation. 

The world’s largest creamery is also located in 
Sioux City. Thousands of pounds of butter and 
muithons of cans of condensed milk are being pro- 


cased tr sre nd etien ecphy. Sioun Cy Ont The arrow...your advertising pointed to 


ts territory now ranks in the high income group 
There is only one way you can properly reach this 
wealthy market. That is though the use of The 


Sour Gy our hit this normally rich ‘bulls-eye, now supple- 
ae ait SUMMML fn tow remng ow | LOS ANGELES EVENING 
Wy concentrated. covenng 755% of Sou mented by a PLUS market of TWO BILLION 


ae City proper, which is far more than any 
(=> /P competing medium ‘ 
ew nat out an“ seresuee'ms | DOLLARS in defense contracts. 
, See | “ YoCZ 
_ City journal The bow that speeds your arrow to its 
om 


5000 Watts 
o KSCJ “reo mark...The Los Angeles Evening Herald and 


Represented Nationally by PAUL BLOCK AND ASSOCIATES 
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ADVERTISING AGE 


December 1, 1941 


f you want to 


sell Chicago 
women-do as 


Chicago retaile 


HOSIERY, CORSETS, BRASSIERES — 35% 


The Tribune has effectively demonstrated its “way with women.” 
Consequently, this newspaper, during the first 6 months of 1941, 
received 55°, of the money Chicago department stores invested 


in newspaper advertising of hosiery, corsets and brassieres. 


DOMESTICS AND BEDDING—3 4% 


Because the Tribune is the daily buying guide of Chicago's largest 


constant audience of women, Chicago department stores during 
the first 6 months of 1941 placed in the Tribune 54 ¢ of their total 


newspaper appropriations for advertising domestics and bedding. 


WOMEN’S SHOES — 58% 


Because the Tribune gets greater buying * 
Chicago department stores and specia sh 
6 months of 1941 placed in the Tribune 0% 
penditures for advertising women’s shoes !! Chica 
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49% 


OF ALL WOMEN-APPEAL 
EXPENDITURES 


49%—Chicago department stores 
and specialty shops during the 
first 6 months of 1941 placed in 
the Tribune 49% of their entire 
newspaper appropriations for 
women-appeal advertising. 
That was 134% more than they 
awarded the next Chicago 
newspaper ... and more than 
they placed in the next two 
newspapers combined! If you 
want to sell Chicago women, put 
the Tribune at the top of your list. 


TRIBUNE LEAD IN LINAGE OVER NEXT 7 NEWSPAPER 7 


Total General Retail Dept. Store 
Advertising Advertising Advertising Advertising 


j a e a us, First 6 Months [ 6 Months [L 6 Months L 6 Months 

— : 1932 1941 1932 1941 1932 194) 1932 1941 

55 , 4 20% 68% 21% 37% pote ig 
&y Z r n~~-4 <3 ihe ‘Tr coun 


Average net paid total circulation now in excess 


of 1,000,000 every day of the week 


q Chicago Tribune 


THE WORLD'S GREATEST NEWSPAPER 
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Scam 


December 1, 194) 


Manufacturers | 
Cite Motives in 


Defense Campaigns 


MMS Brochure Lists Six 
Major Objectives of 
Companies 


terials shortages and sellers’ mar- 
kets, according to advertising and 
sales executives of such companies 
whose opinions have been gathered 
by Magazine Marketing Service and 
published in a brochure entitled, 
= . for the Defense.” 

In furnishing answers to the 
“why” of special advertising born 


| of the defense program, the spokes- 


men highlighted the following con- 
siderations: 

1. To protect trade name and 
good will. 

2. To protect the dealer struc- 


| ture. 


New York, Nov. 25.— Six major | 
objectives lie behind the determina- 
tion of leading manufacturers to 
sustain their advertising efforts des- 
pite government contracts, ma-! 


3. To lay the foundation for 
after-emergency expansion. 

4. To educate the public on how 
to conserve. 

5. To spread the news of war- 


born sroducts for peace. | 
6. To tell “how we’re doing the| 
job.” | 
White Continues Copy 


Typical of the reasoning behind 
defense advertising was this state-| 
ment by George H. Scragg, adver- | 


“Our present advertising is not 
product advertising. Neither are 
we concentrating on our defense 
contribution. Rather, in the series 
we seek to establish that we are 
versatile, equipped to manufacture 
all types of motor trucks. Our pur- 
pose is to build prestige and keep 


| plishments, in our judgment. Those 


accomplishments are merely the 
fulfillment of a duty. 

“But it is a time when sincere 
all-out effort should not be allowe4 
to go underestimated — or discrec- 
ited. 

“When a manufacturer is in the 


tising director, White Motor Com-| our name, not only before our cus-| position of being the chief supplicr 


pany: 

“Shortage of materials does not | 
permit us to build all of the trucks | 
we have already received orders 
for. A considerable amount of our 
resources is given to defense work, 
and we can’t even keep up with the 
demand for our standard commer- 
cial trucks. 

“Nevertheless we are continuing | 


pects of today and tomorrow.” 


Keeps Good Will 


Referring to the institutional 
campaign currently being sponsored 
by Aluminum Company of America 
in national magazines, account ex- 
ecutive Edwin L. Andrew, vice- 
president, Fuller & Smith & Ross, 


our advertising in the belief that: | declared, “This is not a time for in- 
if we forget them, they’ll forget us. dustry to brag of its defense accom- 


A Letter We Take Pride 


In Reprinting 


have ever seen. 
was half so good. 


you publish news. 


Knox. 


Buffalo Evening News 
Buffalo, N. Y. 
Gentlemen: 


I have been in Rochester for three weeks writing a magazine story 
and each night have read the Buffalo Evening News. 
who you are, and I don’t know your publishing background, but there 
is one thing that I must say. You run the best evening newspaper I 
I only wish to God that we had one in New York that 


Apparently you have the good sense that only a few publishers have, 
It looks so easy, yet so very few have the good 
sense to do that—Ochs, Noyes, and possibly (very possibly) Frank 
Pulitzer never did, brilliant journalist that he was. 
many of the others that pass as great. 


Your paper has a good liberal flavor. 


I don’t know 


Nor did 


I don’t know of any other 


that would print Pinchot or Villard. It has editorial intellect and in- 
tegrity. Who, by the way, is the writer who did the little editorial 
on barber shops? Mencken never did better in The Sun. But to get 
back for a moment to your general editorial policy. It is a heartening 
sight to see a newspaper which will rip into C. I. O. when it deserves 
it, and pat it on the back when that is in order—it smacks of an honesty 
and decency that is sadly lacking in journalism. And it is a delightful 
contrast to a Roy Howard who worries aloud to his readers about his 
personal tax problems. 


I travel almost constantly, so manage to get a rather first-hand 
knowledge of what American newspapers are and what they are do- 
ing. A few make stabs at good jobs: the Cowles brothers in Des Moines 
and Minneapolis; Pulitzer in St. Louis, and maybe the Commercial 
Appeal in Memphis. But none of them carries the volume of intelli- 
gently written news that your paper does. Nor do they admit that 
this is their primary job—Popeye takes precedence over Belgrave. 


More power to you. I have never before written a letter like this 
and shall probably never write another. But I had to get these things 
off my chest. If you ever come to New York with a newspaper, let me 
know. I want to buy stock. 

J. D. RATCLIFF. 


(Reprinted from Everybody's Column, Buffalo Evening News, Nov. 21, 1941) 


| tomers, but also before the pros-| of one of the most basic of defense 
| materials, the need for which is .9 


great that civilians must forego 
use, then that manufacturer owes 
to those civilians an accounting of 
the steps he is taking to discharze 
his national responsibilities. 

“Aluminum Company of Ame; «a 
is, from time to time, making these 
progress reports in publications 
where thoughtful reading by 
thoughtful people may be expec: ed 
Our belief is that understandiny» is 
the first essential to public good 
will, and that good will is pr ce- 
less.” 


Tribute to Industries 


H. M. Shackelford, vice-president, 
Johns-Manville, quoted Lewis H,. 
Brown, president of the company, 
for the keynote behind the J-M 
campaign: 

“For many weeks I have been 
convinced that too few people real- 
ize the indispensable part which in- 
dustry is playing in building Amer- 
ica’s defenses in the greatest crisis 
in our history. Certainly it is 
vitally important to the future of 
our American system that full pub- 
licity be given to the achievements 
now being made under free indus- 
trial enterprise. 

“We in Johns-Manville have been 
serving America’s basic industries 
for many years and we know, at 
first hand, how unreservedly the in- 
dustries of our country have gone 
all-out for national defense. But I 
feel there is a big job to be done in 
telling this story to the public and 
telling it now.” 

The J-M series of ads pays trib- 
ute to different industries, with 
prominent writers such as Lowell 
Thomas, Fulton Lewis, Jr., and Fra- 
zier Hunt telling the story in each 
case. Industries will include chem- 
ical, oil, automotive, shipbuilding, 
steel and construction. Each ad in 
The Saturday Evening Post is being 
supplemented ‘by newspaper copy 
in key cities calling attention to the 
magazine story. 


Others Join In 


Other spokesmen who discussed 
their companies’ defense promotion 
| were Paul Garrett, vice-president, 
| General Motors Corporation; G. B. 
Benton, advertising manager, Min- 
neapolis - Honeywell Regulator 
Company; Hugh McL. Fenwick, 
vice-president in charge of sales, 


BUFFALO EVENING NEWS 


Edward H. Butler, Editor and Publisher 


Buffalo's Only Evening Newspaper 


KELLY-SMITH CO., National Representatives 


New York Chicage Philadelphia Detroit Beston Atlanta San Francisco 


Vultee Aircraft; T. L. O’Gara, mer- 
| chandising manager, Weyerhaeuser 
| Sales Company; C. J. Durban, ad- 
| vertising manager, tire division, 
United States Rubber Company; 
V. A. Kemmerrer, advertising man- 
ager, Lockheed Aircraft Corpora- 
tion; J. R. Turnbull, advertising 
manager, Monsanto Chemical Com- 
pany; L. O. Coulter, vice-president, 
McCann - Erickson, account execu- 
tive for Reynolds Metals Company; 


Leads all other 


BALTIMORE 
| radio stations in 
NATIONAL SPOT 
ADVERTISING! 
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BALTIMORE 
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LEADING COMPANIES TURN TO DEFENSE ADS 


The Democracies 
must have all the Aluminum 
it takes to win! 


This is what Aleoa has done 
as its plain duty 


mee ew » — 


FOR 40 YEARS THE GREATEST WAME th TRECKS 
TS ATR 


The Men of the Lumber Industry 
meer s on wapenee 


Aas AOA we meow eeetae -. 


—~ 


_ 

a 
~ 
- 


Typical of current-day advertising, born of the government's defense program, 
are these three examples taken from copy for Aluminum Co. of America, White 


Motor Co. and Weyerhaeuser Sales Co. 


In an adjoining column, the companies 


tell why they are advertising despite their preoccupation with defense duties. 


Fred Witt, advertising manager, 
Thompson Products Company; 
ert E. Anderson, 
tor, National 
and the 
Railroads. 
n offering its findings, Magazine 
Marketing Service remarked 
the examples are largely from the 
industrial field, but “that is where 
defense pressures are heaviest now. 
Those pressures may expand to 
other fields, and the same reason- 
ing and logic will apply there.” 


Gypsum Company; 
Association of American 


THE HOTEL MONTHLY 


Published by by JOHN Willy, t hes CHICAGO 


that | 


is being spent in this kind of ad- 


Rob- | 
advertising direc- | 


| Son in Philadelphia, 
}own 
| known as 


“We cannot estimate how much | 


Gell» HOTELS 


vertising, inspired directly or indi- 
rectly by defense conditions,” MMS 
went on. “But it is a big invest- 
ment, which is inevitably expand- 
ing. It is virtually creating a new 
advertising classification.” 


Forms New Agency 


F. H. Seberhagen, formerly with 
Geare-Marston and N. W. Ayer & 
has formed his 
agency, to be 
Seberhagen, Inc. The 
new agency 
Horn bldg., Philadelphia. 
ated with Mr. 
Fiecher, Jr., as secretary 
Mahlen Corson, treasurer. 


Donnelly to KDB 


D. J. Donnelly, 
manager of KGB, San 
been named 
Santa Barbara. 


advertising 


Diego, 
manager of KDB, 


has its offices in the | 
Associ- | 
Seberhagen are F. C. | 
and D.| 


formerly assistant | 
has | 


| will flood the market when priorities are removed, and will be 


DeVilbiss Copy | 
Keeps Step with | 
Defense Effort 


Cleveland, Nov. 26.—Keeping step | 


advertising copy has pfoved such | 
an effective theme for the DeVilbiss | 
Company, Toledo, maker of spray | 
systems, that a series inaugurated 
last summer may continue for the 
duration of the emergency. With- 
out any undue flag waving, the 
company effectively links its pro- 
duction with defense by picturing 
the application of protective finishes 
with its products. 

Among the defense tools promi- 
nently pictured in DeVilbiss copy 
are military airplanes, artillery 
barrels, tractors, “peeps,” the navy’s 
net tenders and soldiers’ helmets. 
Copy describes the new equipment 
and then launches into the finish- 
ing processes which are speeded up 
with DeVilbiss tools. 

Punch is added to the ads with 
such colorful headlines as ‘Castor 
Oil for Sky Fighters,” “Roll Out the 
Barrels!"”, “Hail to the Half-Trac!”, 


“The ‘Peeps’ Are Coming!", “They 
Fish for Pigboats,” “Battle Bon- 
nets for "42!" and “Tanks That Fly!” 


Among publications being used 


for the campaign are Time and 


Factory Management and Mainte- 
nance. Meldrum & Fewsmith, Cleve- 
land, is the agency. 


Waterman Answers FTC 
L. E. Waterman Company, N. Y., 


Federal Trade Commission com- 
plaint which alleged deceptive 
| practices in connection with Water- 
man’s 100-year guarantee. The 
answer claimed the guarantee is 
merely a contract by which the 
manufacturer agrees to make all 


necessary repairs at a flat fee of 35 | 


‘Names Yankee Writing 


cents; that the purchasing public 
has become acquainted with such 
guarantees in the pen field over a 
15-year period; and that no sub- 
stantial body of the public is mis- 
led. 


Tennessee Grocery 
Firms Indicted 

Three Tennessee trade associa- 
tions, 12 wholesale and retail groc- 
ery concerns, and 24 of their officers 
have been indicted for conspiracy 
to violate the Sherman Act through 
food price-fixing under the guise of 
compliance with the state unfair 
sales act. 

The Department of Justice has 
obtained similar indictments in four 
other states. None of the cases in- 
volve an attack on the validity of 
the state law, but only its misuse 
to fix grocery prices. 


| 


‘Names Knox Armstrong 


Knox Armstrong, former adver- 


| tising manager of Wilson Brothers, 


with America’s defense efforts in| has filed its answer to the recent | 


Chicago, has been named _ sales 
manager of Texas Tanning & Mfg. 
Company, Yoakum, Tex., | belt 
maker. 


Waddell to Federal 


C. Eugene Waddell, formerly copy 
chief of Redfield - Johnstone, New 
York, has joined the copy staff of 
Federal Advertising Agency, New 


| York. 


Robert H. Norton Company, New 
Haven, Conn., silk screen process 
printing company, has appointed 
Yankee Writing Service, Guilford, 
Conn., to direct its advertising. 


ror. OUTDOOR & 


ADVERTISING 


IN WEW YORK, NEW JERSEY & CONN. AREA 
consult your advertising agency or 


HIGHWAY DISPLAYS: INC 


POUGHKEEPSIE -W.Y. 


appearing. 


The World’s Greatest Building Paper 


ARE BEING 
WON or LOST 


Engineering and research departments are busy. Substitutes 


themselves during emergencies. 


A Simmons-Boardman Publication 


CHICAGO, ILLINOIS 
105 W. Adams Street 


Post-War Building Markets 


TODAY 


and replacements for critical building materials already are 


New building products sometimes make permanent places for 
This emergency will be no 


exception. In other cases, materials that are unobtainable today 


cheaper than ever before. Manufacturers of these products are 
developing new uses to consume this impending surplus. The 
battles for post-war markets are being won or lost today. Manu- 
facturers who momentarily “have nothing to sell’ very wisely 
keep open the door to their normal markets through effective 
advertising in American Builder. Thus they assure consideration 


by otherwise forgetful buyers when post-war readjustments begin. 


NEW YORK, N. Y. 
30 Church Street 


ey 


\ qari 


cl . . ae _ — : A gee? ree e rs 7 ; ‘“ ss aes et ; el 
P| ee a 
OES S SS NR SS poe = oe. 
. : — ee ree . 
a wa ~_ 
| |i 4 
—. “ -:—- i ah a 
———— | . eden, rT —se™_“‘(ON"RERNN ae 
Se — . ; 4 Ne mee 
ALUMINUM COmPawy GF amtBiCca - | SNE ae 
" ‘ : ~~ e . . pt ‘ 7 
4 dea Solty: ‘ e . . ai 
“ye ays wo A" 2 FG Ko ig 
) oT ast " \ Boe ee | ne we 
* he at bi r | cae 
| ¥ ‘id : po | 7 C Tage : = 2 aa 7 
Lk @ Peso . | = "a 
— — eS Sd |: “|-1-|-| ‘|-| ‘|-| ‘| ‘|-| ‘ck 
[SSS Ss Se ————=—— a APPPRPPPPPPe si 
: ag See Sse; Seer re at 
ee ~_ ne 
a Zi 
ee e 2 
+. 
d a 
n ee ae 
t, eA 
iT aa 
k, ibe 
S, | ‘ a 
er | a 
mn, ae 
y: ‘— 
‘a- - en 
TTSBURGH, . 
af e " % 
‘u- it 4 true in Bs Ms 
RE, SEATTLE | 
, {PORTLAND... ff 
, an 
- 
; : ) ee 
\4 i i. — 
o> | 
n Ce — : ' 
T | : 
! : (sy ¢ ys” | 
rif ali) MERICAN BUILDER . 
| AND BUILDING AGE 
eae Ra et 
Pr ‘ 
€ 
ene in Fe ee jae) Pre | 5 : ca*y g a2 Jo pee el EAE ely aie 2 . m " agg ie ails oa j a a; Gay “- P aeite’: 3 a ee) cei po: = Se ers ae + ah w gi, Me pr + pon 


24 


ADVERTISING AGE 


December 1, 194! 


Ditees W. C. Stremic 


W. Carlton Stremic, for the past 
five years designer for John C. 
Meyer & Son, Philadelphia typogra- 
pher, has been named director of 
the company’s advertising typogra- 
phy department. 


To Parker-Allston 


Despard & Co., New York, has 
named Parker-Allston Associates, 
New York, to direct its advertising. 
F. Kenneth Allston account 
executive. 


1S 


Gets Aircraft Account 


Hugo Wagenseil & Associates, 
Dayton, O., advertising agency, has 
been named by Standard Aircraft 
Products, aviation instrument 
maker, to direct its advertising. 


To Pettingell & Fenton | 


W. S. Cooper, in charge of pro- 


duction for International Silver 
Company, Meriden, Conn., has | 
joined Pettingell & Fenton, New 
York, in a similar capacity. 


MAILING SERVICE. 


Multigraphing — Filling-in 
Addressing -Mimeographing 


THE LETTER SHOP, Inc. 


440 8. Dearborn St. Wabash 8655 
CHICAGO 


“Effective 


| merchandising practice are the very 
| bedrock on which both selling effi- | 


depend. They are the very essence 
| of successful operation and as such 


. 
Industries Plan 
. | must be carried out with all possible 
No Curtailment | skill through both good times and 


bad.” 

Curtains and draperies: “We 
’ oan certainly do not plan any curtail- 
In Advertising “ment” 

Hard surface floor coverings: 


“We have not curtailed our activi- 
ties along advertising and 


Need for Continued 


Promotion Revealed 


nor have we any plans for doing 


Survey so despite the fact that at the pres- 
|ent time the demand for goods is 
Chicago, Nov. 26.—A special sur-| in excess of the available supply.” 


vey of industries represented in the 
Merchandise Mart here reveals that 
| leading manufacturers believe that 
| advertising and promotion programs 
for 1942 must be continued or in- 
creased to stabilize long-range oper- 


Increased Efforts Needed 


Pottery: “Any concern which is 
to maintain its present position in 
its particular branch of industry 
will have to make increased efforts 


ations. Some of the industrial lead- | both in selling and in advertising.” 
ers revealed their views as follows: Lamps: “We have maintained all 
Furniture: “We realize that a of our distribution facilities and 
curtailment in advertising is like | efforts—sales force, sales promo- 
damming the stream and in order tion, advertising — and _ looking 
to keep a constant flow of business | ahead to 1942 it is our policy to| 
for years to come we must not) proceed along those lines.” 
change policies in the middle of a Silverware: “This fall we added 
| sellers’ market.” seven full pages to an already 


heavy schedule, resulting in double 
spreads in all of the better maga- 
zines to start off a brand new pat- 
tern. In addition to this we organ- 
ized a merchandising 


Foundations and underwear: 
advertising, sound pro- 


motional activity and thorough 


Customers who can pay more 


are worth more to you today! 


lar. 


vertised accordingly. 


But today’s rising costs 


your product’s price up, 
what a wallop that’s likely to 


boy! 
hand your sales. 


your marketing ideas 


now!” you say’ OK. 


in your eyes. 


National representatives: Osborn, 


“More people have a dime than a dol- 
Fine! So you priced your prod- 
uct to attract a mass market 


Unless you revise 
meet changed conditions. 


“But my product costs so little even 
So it does 

But with every product's 
price going up, the marginal income 


The Washington Post 


scolare, 


family has to cut somewhere. Might 
as well face the facts: you MUST go 
after people with higher average pur- 
chasing power. 


and ad- 


have forced 


And 


So kiss off those “Well, they're worth 
something, aren't they?” families. Go 
after the upper-half of your markets: 
they may grumble at paying more but 
they do have it to pay. 


too. 


quick to 
And in Washington, D. C., as every 


survey proves, you concentrate on 
upper-half men and women when you 
place your advertising in The Wash- 


ington Post! 


Meeker & Co. in New York, 
Inc., on Pacifie Coast. 


Chicago, Detroit, and St. Louis: Geo. 8S. Close, 


sales | 
promotional lines in recent months | 


| ciency and distribution cost must | which we believe to be the strongest | 


program | 


| wool or chamois. 


GOODWILL 


ever put behind a silverware pat- - ee 
tern.” 

Bedding: “Advertising of our) 
merchandise to the public is calcu- | 
lated to do a long range job for us 
and for this reason we do not think 
it is advisable to make any curtail- | 
ments at the present time in spite | 
of the fact that we have been 


continually oversold for several MAN POWER, HORSE POWER 
months. ‘ s 

pa ‘ The F ord car is more than 6 speedy, delightul way of ” getting 

Men’s jewelry: “We can state shout” The Fordson tractor is more than a tiller and reaper of 


our wartime fcids) Behind these things is an indus 
8 new philosophy of social service 
Ford moke men—as well as machines 
In the Ford trade school, boys with lewer opportunity learn 
neincering craftsmanship. They are taught English 
geography They are trained not merely to use 
their minds are trained as well The fine working 
n the Ford organisation, the good «ages, and Qe 
ng on are known to all the world 


re a good product 


definitely that it is not our inten-| wa 


tion to curtail our advertising or 
promotion efforts. | Pr cme ches 
mathematics 
thet hands 
cond tions 
chance of gx 
And why ? Because Ford believe that to ens 
you need superior man- power to make it! 


Consumer Counsel 
Urges Right Coat; | 
But the Price? | 


New York, Nov. 25.—An awed 
silence, broken by a few chuckles, | 
fell on the women’s wear field this 
week as the industry digested ad- | 
vice given by the Consumers’ Coun- | 
sel of the AAA on what to look for| = 
when buying a winter coat. 

The enlightened consumer, ac- | 
cording to the bulletin of the U. S 
Department of Agriculture, will 
seek a coat in a simple style made 
of a good quality wool that 
“springy, soft and closely woven.” 
The lining should have “wide and 
strongly stitched” seams while the 
best material for the interlining is 
For those looking 


FORD MARCHES: ON } 


<=. .. wenn 
~ eee 


THE THREE FIELDS 


Motoring! Ford Cars of peace-time always 


is 
In engineering skill, in develapment. Ford marched 
on. 

Agriculture! Today, most of the nation’s f 
are tilled and reaped by Fordson. In Agriculture, | 
marches on.... 


Men! In the great Ford Factory high wage { 


|for a “really good buy,” there faba 
. P p ood work co tions result notwonly in fine prod 
should be ribbon binding on the <tc alana " 
but in fine men 
hem, pre-shrunk tape on the seams | 
. And in all three fields— 
and a hem on the lining “separate 
from the coat.” The buyer must | . 
“beware of uncomfortable should- FORD MARCHES ON ) 
ers, a collar that isn’t right, sleeves . 


that are too short.” ‘ . 
While the division gives the con- To keep contact with the public oven 


when sales are limited, Ford Motor Co. 


sumer the lowdown on how to be 
piggies : ae Sedation alten uses this small-space newspaper edver- 
a coat expert, the bu letin SHIPS UP | tising in Great Britain emphasizing thet 
on one minor essential. As W0-| Ford factories produce fine workmen as 
|men’s Wear Daily points out, it well as fine products. 
does not inform the customer what 
she may expect to pay for a coat ° — 
with all these features. Lumelite to Vladimir 
Lumelite Corporation, New York 
has appointed Irwin Vladimir & Co 
Market Data Book New York, to direct advertising 
: Daniel C. Kaufherr is account ex- 
for 1942 Published rite ol ’ 
The 1942 Market Data Book of —_—__—_——- 
Industrial Marketing, giving basic Walter to Tonawanda 


data on industrial and trade mar- 
| kets and the business papers serv- 
ing those markets, has just been 
published by Advertising Publica- 
tions, Inc., Chicago. 

It brings together, in compact and 
concise form, all available statistical 
and research material bearing upon 
each field of trade and industry and 
correlates and analyzes this data in 
a logical and efficient arrangement. 


Perry Walter, formerly with th 
advertising staff of the Buffal 
Evening News, has joined the News 
Tonawanda, N. Y., as advertising 
manager. 


Complete data on publications is To cover this prosperous 
included together with new fea- prosp 
tures helpful in assisting market _ American Market, wei 
analysts, space buyers and others Puerto Rico 

desiring full market and media 


WORLD JOURNAL 


information. 


English Daily serving the 
60,000 Americans in Puerto Rico 


Write for rates and specimen copies 
emia. eae 
420 Lexington Avenue, New York 


Joins Keystone Net 


Mort Adams, formerly in the pro- 
motion department of the New York 
World - Telegram, has joined Key- 
stone Broadcasting System, New 
York, as director of the station re- 
lations department. 


Tie them all together and you 
get just ONE answer 
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Britain Discusses 
Drastic Changes 
in Medicine Copy 


Advertising of Propri- 
etaries Scored in Parlia- 
ment 


london, Nov. 13.—Patent medi- 
cine manufacturers have, for years, 
as a group, been Britain’s biggest 
advertisers, and the whole gamut 
of human emotions has_ been 
brought into play to sell alleged 
means of relief for every type of 
ailment. But now it appears likely 
that Great Britain will have a new 


claims which may be made in their 
behalf. 

During the discussion of the new 
medicines bill before the House of 
Commons, Prof. A. V. Hill stated 
that, even in the present time of 
stringent paper economy, most re- 
spectable papers contain these 
advertisements. For example, the 
Observer had in a recent issue an 
advertisement inviting us to “‘wake 
up our liver bile with little liver 
pills in a way that would make us 
jump out of bed in the morning.” 


Newspapers Scored 


Prof. Hill continued: “The Sun- 
day Times, in spite of the paper 
shortage, had a fifth of a page 
advertisement by Phyllosan which 
‘revitalises the blood’ — whatever 
that means, ‘fortifies the heart’— 
which sounds like the Ministry of 
Information trying to keep up our 
morale, ‘corrects our blood pres- 
sure’ — unfortunately without any 
indication of how it does it, ‘stimu- 
lates our metabolism’ regardless of 
the fact that it is much more easily 


done by going for a gentle walk, 
‘strengthens our nerves,’ ‘increases 
our vital forces’—quite meaning- 


\ess phrases—but gives no indica- 


WHO ADVERTISED WHAT 


IN THE LAST WAR? 


@ Many manufacturers and their advertis- 
ing agencies are trying to remember what 
the competition did 25 years ago. 

How much simpler it would be if every 
one of these manufacturers had a clipping 


book for the war years that showed all edi- 
tonal publicity and competitive advertising 

e can help you build such a permanent 
record for the years to come, at a remark- 
ably low cost. 


Just ask for Booklet No. 20. 
snes CLIPPING BU 


BUSINESS FARM GENERAL 
PA * PAPERS MAGAZINES 


21". LASALLE ST., CHICAGO, ILLINOIS 


'and to 
medicines bill drastically restricting | 


tion whatever of the contents of the 
said remedy which is said to have 
all these effects on the system 

“The Spectator complains of the 
paper reduction, yet has half a page 
to give to an eye lotion which is 
specially recommended for Civil 


| Defense workers when they return 
| after 
Ss 


an incident. I personally 

nould have thought that a dilute 
solution of boric acid would have 
been just as good, but costing much 
less.” 

The new Medicines Bill is at 
present under discussion at the 
House of Commons. Its purpose is 
to repeal the medicine stamp which 
has at present to be affixed to all 
containers of patent medicines and 
often gives the erroneous impres- 
sion that the preparation is, in some 
way or another, guaranteed by the 
government; to prohibit the adver- 
tising of certain medical matters 
impose new sales regula- 
tions, among which the revelation 
of formulae on the wrappers is per- 
haps the most important. 


Would Check Trade Names 


There was a good deal of argu- 
ment as to the suggestion made by 
one Member of Parliament that 
the formulae be given in English, 
but the suggestion had to be shelved 
as not all chemical compositions 
have English designations. 

Another member, Sir Robert 
Bird, suggested that quantities be 
given and added, “I feel that these 
medicines should be sold on their 
merits and not because of their 
advertising, and I believe that with 
a complete and clear disclosure .. . 
that object can be obtained.” 

Another proposed amendment 
was that trade names should not 
be allowed for preparations exist- 
ing in one of the two accepted 
standard books (British Pharma- 
copoeia or British Pharmaceutical 
Codex). 


“Four Out of Five” Ridiculed 


During the discussion Arthur 
Duckworth mentioned that a volun- 
tary censorship is 
reputable newspapers. 
said, 
within the scope of this censorship 
and enormous frauds are still being 


“But,” he 


‘trolled by the 


out of five people suffer 
pyorrhoea,” but medical 
ties say that this is untrue. “I 
contend,” said Mr. Duckworth, 
“that all these types of advertise- 
ments are wholly undesirable in 
themselves and should be con- 
Ministry of Health.” 

Henry Strauss made perhaps the 
most telling remarks in the debate. 
He gave £30,000,000 as an estimate 


from 
authori- 


of Britain’s annual purchases of 
|patent medicines an estimate 
which is very conservative in the 


|}opinion of 
|He stated that the greatest danger 


most advertising men. 


| Was not in the products themselves 


| but 


in their advertising. He also 


lattacked the statement that papers | 


| ticular 


imposed _ by | 


“all newspapers do not come | 


perpetrated upon the public every | 


day with danger to public health.” 
He contended that the bill did not 
go far enough and quoted instances 
of advertisements which are “noth- 
ing short of a public scandal.” They 
are “calculated to do infinite harm 
because they prey on and exploit 
the emotion of fear, and it is not 
going too far to say that they are 
attempting to levy a huge form of 
blackmail on the public.” 


He gave as example the state- 
ment used by a toothpaste manu- 
facturer — therefore not really 
relevant to the debate—that “four 


boasted some 
“yet carried 
an ointment 
‘there is no 


form of censorship, 
an advertisement for 
which | stated that 
need to continue to| 


suffer from rheumatism or its allied | t 


complaints.’ ” 
Takes Crack at Horlick’s 


He added to the list of goods sold 
by means of “lying copy” those 
using the vitamins, indigestion and 
food values arguments. “What the | 
bill does, is to prohibit eight par- 
lies and to permit all the 
rest, this giving the public a false 
sense of security, through imagining 
that otherwise it would have fallen 
within the ban of the bill,” he said. 


| then 


On the gullibility of the public, 
Mr. Strauss said: “I wonder if any- 
thing more fantastic has ever been | 
put before the public than the idea 
of night starvation. From the be- | 
ginning of history people have | 
thought it quite a healthy thing to 
sleep at night. Suddenly by a bril- 
liant advertising campaign the pub- 


lic, or a great part of it, is con- 
vinced that, since you cannot 
simultaneously sleep and eat, the | 


only way to sleep without incurring 
the risk of starvation, is to take | 
Horlick’s before you go to bed, and | 
securing promotion in what-| 
ever profession you adopt is almost | 
certain.” And he added: “I believe | 
that the product is good, but it is | 
sold by propagation of this fantastic 
idea.” 

The discussion continues on the | 
days when war problems do not! 
ake up the Parliament's time. The | 
bill will take some time to pass | 
both Houses and while part of it 


| was intended to start to operate on | 
| Sept. 2, 


the other 


will only become | 
operative on Jan. 


I, 1942. 


ASCAP Officers to Stay 


Present officers of the 
Society of Composers, Authors and | 
Publishers, New York, have had | 
their terms extended until April 1, | 
when the next annual election will | 
be held. 


American 


|} in Greenville, 


\Geniine Ad Sanes Meet 


Carolinas Advertising Executives 
Association will hold its semi-an- 
nual meeting at the Poinsett Hotel 
S. C., Jan. 34. 
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important business of de 


existing, well established p 


And that same strong 


Write for this com- 
plete information on 
the Toledo Market. 


worth considering in terms 


=> 


DOUBLE 


OHIO’S 


LUE 


RKET 


@ Busy? Of course Toledo is 


busy! Toledo, with 500 diversified 


industries — a great annual volume of 
automotive products — the glass center of the 
world — was “made to order” to go fast on the 


fense production. 


Defense orders total $200,000,000 to date — and prac- 
tically every dollar of it is being handled by the already 


lants that give balance and sta- 


bility to this great Ohio industrial city. 


balance and stability are well 
of the “after defense’’ tomorrow. 


It is in this sense that Toledo is a DOUBLE VALUE market — 
VALUE FOR TODAY — VALUE FOR TOMORROW! 


TOLEDO BLADE 


One of America’s Great Newspapers 
REPRESENTED BY PAUL BLOCK AND ASSOCIATES 
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How Individual Client Analysis 
A\ids in Plugging Profit Gaps 


Profit and Loss State- 
ment for Each Client 
Proves Highly Useful 


[Editor’s Note: This is the third 
of a series of articles discussing the 
equitable determination and alloca- 
tion of agency costs by individual 
accounts. The first article discussed 
the importance of individual analy- 
sis of costs for each agency client, 
and the benefits accruing therefrom 
to both agency and client. The sec- 
ond article carefully analyzed the 
steps to be followed in setting up a 
budget for each client’s operations, 
and this week’s instalment discusses 
the arrangement of the monthly 
profit and loss statement for each 
client, and the usefulness of such 
a statement to the agency’s manage- 
ment. The author, head of Ira 
Rubel & Co., certified public ac- 
countant, is a former agency execu- 


tive specializing in advertising 
agency accounting and _ statistical 
work, | 


BY IRA W. RUBEL 


The final test of business is its 
profitable operation. 

In the advertising agency busi- 
ness this means that each account 
must be well served and produce a 
profit for the agency. 

What is true of each account is 
also true of each operation—con- 
tact, writing, research, art, etc.— 
they must all be tested on a cost 
basis to show management what it 
is getting for the money it spends, 
and to indicate whether or not the 
results are satisfactory. 

In the previous article we dis- 
cussed methods of budgeting—or 


planning for the profitable handling 
of each client’s business. Account- 
ing as an aid for executive control 
follows the principle of determining 
how the plan is working out. It 
must provide a means for quickly 
determining defects in the oOpera- 
tions, and furnish facts to show the 
reasons therefor. 


Accounting Must Be Sound 


To accomplish its purpose, agency 
accounting must be theoretically 
sound—every figure recorded rep- 
resenting income, cost or expense 
applicable to some client’s business. 
Such a system can be extremely 
simple when the detailed procedures 
of record keeping are designed for 
this purpose. 

Since the principal object of rec- 
ord keeping is the resulting State- 
ment of Operations, it will be 
advisable to determine the form 
and content of such a statement, 
which will then control the methods 
of record keeping. A form of state- 
ment which shows the results from 
operations with each client sepa- 
rately is reproduced herewith. 

This statement of operations was 
taken from an actual case. A glance 
at the figures will show how it was 
disclosed that the agency was los- 
ing money on an account which had 
always been considered a_ highly | 
profitable one. 


Shows Weak Points 


Even more important, the agency | 
found out why it was not making| 
a reasonable profit on this account, | 
enabling the management to take | 
the necessary steps to correct the 
situation. 

You will note that the total bill- 
ing to the account aggregated 
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FEATURE ISSUES 


accentuate D and W’s monthly edi- 
torial content which is devoted to 


the economies of Shipping—Han- 
dling—Warehousing and _ Distribu- 
tion. 

January—-ANNUAL 


rials Handling, 


April—MARINE TRANSPORTATION Issue 


Sells Waterborne 


(GREAT LAKES 
TIDEN 


ee ed 


a me 
eA mAniINe CORPORATION 


Transportation, 
laneous Products and Services. 


Freight 


ATER 


SHIPPERS’ 


Works all year selling a wide range of Automotive, Mate- 


DIRECTORY— 


Warehouse and Miscel- 


| such as the one illustrated includes 


Waterfront Warehouse—Port 


and Stevedore Services and the equipment and supplies 


used by all of them. 


July—MATERIALS 


HANDLING Issue— 


Sells all types of mobile and stationary Materials Handling 
Equipment for internal and external use to Manufacturers— 


Carriers 


October 


Warehousemen. 


MOTOR TRANSPORTATION Issue— 


Sells Road Transport Equipment and Supplies to the Pri- 
vate Fleet Owners in Industry and the Publie Carriers and 


Warehousemen. 


Cover this billion dollar market regularly with an ad 
each month. Use dominant space in the 4 feature issues. 
. 


DW PUBLICATIONS, INC., 100 East 42nd Street, New York 


A Chilton 


Publication 


slightly more than $100,000, as com- 
pared with the budget of $99,500, 
which is an increase over the 
budget of approximately $500. This 
increase in billing over the budget 
was due to the increase in non- 
commissionable items and, as a 
matter of fact, the billing on com- 
missionable items was approxi- 
mately $2,000 less than the budget, 
resulting in a loss of $300 in com- 
missions. 

Next on the statement comes the 
item captioned “Exceptions to Stan- 
dard.” These items represent the 
difference between commissions 
actually earned and the standard 
accepted rates paid by the several 
media (15 per cent on newspapers, 
magazines and_ business _ papers, 
16 2/3 per cent on outdoor, etc.) 


Why Exceptions Are Shown 


You will see from the statement 
that in the case cited, the exceptions 
from standard were $1,188 more 
than budgeted, largely due to me- 
chanical billing which yielded $765 
less commission than the standard 
rate. We shall not go into the de- 
tails of the reasons for these excep- 
tions, but, of course, a statement 


accompanying schedules which 
show the detail of the items. 

The principle of showing excep- 
tions from standard is that since 
there is a standard accepted rate of 
commission in the agency business, 
whenever an item yields less or 
more than that rate, such difference 
is significant and requires explana- 
tion. When this procedure is fol- 
lowed, it is unnecessary to audit or 
check the items which produced the 
standard rate of commission. The 
auditor can limit his work to ex- 
amining those items which do not 
produce the standard rates. 


Direct Expenses Shown 


Examining the specimen operat- 
ing statement further, look at the 
caption “Direct Expenses.” 

The first item appearing under 
this caption is that of Productive 
Salaries, which represents the cost 
of the employes who actually work 
on an account, such as contact men, 
writers, artists, research men, etc. 
These costs are based on the actual | 
payroll of the employes, and are | 
easily ascertained. In the examples 
shown, the productive salaries ex- 
ceeded the budget by $925—an im-| 
portant difference. A schedule at- 
tached to the operating statement 
will show the detail of these items | 
and enables the management to de- | 
termine just which department or 
employe was responsible for ex-| 
ceeding the budgeted cost. 

The next item, Non-Billable Ex- 
pense, includes traveling, entertain- 
ing, research costs, etc., and in the | 
case cited, was $1,054 in excess of | 
the budget. Again, a detailed sched- 
ule enabled the management to de- 
termine the reason for the discrep- 
ancy. 


How Statement Helps 


The heading “Indirect Expenses” 
includes pro-rated salaries of the 
clerical help and administrative 
officers, in other words, those em- 
ployes who do not work directly on 
accounts (stenographers, clerks, 
bookkeepers, etc.). The General and 
Administrative expenses are also 
included under this caption, and in- 
clude a pro-rated part of such ex- 
penses as rent, supplies, postage, 


| Insurance, taxes, etc. 


Picture in your own mind now, 
how a statement like the one illus- 
trated might you in better 
controlling the operations of your 
agency. Instead of having a hazy 
idea of how you are operating with 
a particular client, you would know 
exactly what the operation is. For 
those accounts on which the opera- 
tions are not satisfactory you would 
be able to re-arrange the personnel 
and take your employes into your 
confidence, perhaps, to show them 
that the costs would have to be cut. 


assist 


— 


PROFIT OR LOSS FOR EACH CLIENT SHOWN 


| usually 


‘copies of 


nye 


ADVERTISING AGENCY 


STATEMENT OF PROFIT AND LOSS —_ CLIENT "A" 


FOR THE MONTH OF SEPTEMBER, 1941 
Budget Actual Difference 
BILLINGS ; 
Newspapers............. $12,000.00 $11,889.52 $ 110;42* 
0 eee ee 7,500.00 7,459.07 40 .9%* 
RE Ae ee 40,000.00 42,001.90 2,001.89 
NN cb 040 bes eeseses 22,000.00 20,090.56 1,909. 44* 
ee 15,000.00 13,010.10 1,989 .9»* 
Non -Commissionable 
DRG ALi ke es CVSS 44 3,000.00 5,565.15 2,565.1 
TOTAL BILLINGS...... .$99,500.00 $100,016.30 §$ 516.. 
STANDARD COSTS 7 
Pee Eee $10,200.00 $10,106.09 $ 93.°\* 
A Perr rece ee 6,375.00 6,340.21 34." 9+ 
i er re 34,000.00 35,701.62 1,701.62 
| SPT ree eee 18,332.60 16,741.46 1,591.14 
> 13,043.47 11,313.43 1,730.2 4* 
Non -Commissionable 
| Sr 3,000.00 5,565.15 2,565.15 
TOTAL STANDARD COSTS.$84,951.07 $85,767.66 $ 816.59 
COMMISSIONS EARNED AT 7 
rere $14,548.93 $14,248.64 $ 300.29* 
EXCEPTIONS TO; STANDARD 7 
errr Tr rere. ere $ 115.20 $ 115.20 
a Seer eee eee $ 250.00 302.90 52.90 
EE oe) os a5 60 de 1,000.00 1,152.15 152.15 
TS ooo a bck 6 a)o a wd ane Hes he 102.90 102.90 
EES os dvd kos baa we wie ee reef 765.15 765.15 
TOTAL EXCEPTIONS FROM ies 
TMP oc 5 cencvceses $ 1,250.00 $ 2,438.30 $1,188.30 
COMMISSIONS EARNED 7 
flo, | $13,298.93 $11,810.34 $1,488.59* 
DIRECT EXPENSES an 
Productive Salaries 
(SONOGELO Lh. .ccccacs $ 5,250.00 $ 6,175.00 $ 925.0 
Non -Billable Expenses 
(BOROGULS BZ) .ccccccas 1,760.00 2,814.00 1,054.00 
TOTAL DIRECT_EXPENSES.$ 7,010.00 $ 8,989.00 $1,979.00 
GROSS PROFIT............. $ 6,288.93 $ 2,821.34 $3,467.59" 
INDIRECT EXPENSES a 
Indirect Salaries 
(SohOaule FS). ..2.ece. $ 1,850.00 $ 1,884.00 § 34.00 
General & Administrative 
Exp. (Schedule 4).... 1,100.00 1,014.00 86.00? 
TOTAL INDIRECT * 
i, ar $ 2,950.00 $ 2,898.00 §$ 52.00* 
NET PROFIT............... $ 3,338.93 76.66* $3,415.59" 
*Loss. wat , 


Under the system of individual client analysis favored by the author, an advertising 
agency develops a profit and loss statement like this for each individual client 


served. How this simple statement can 


be used to plug profit leaks and to dis- 


tribute expenses and service equitably among the agency's clients, is explained 


in detail in the acc 


ompanying article. 


Perhaps they could suggest methods | 
for helping to do this. 


Too Many Concessions 


In the illustration given, the com- 
mission for mechanical billing was 
$765.15 less than the standard rate 
of commission. This was due to| 
the fact that the account executive | 
made certain concessions because of | 
unusual circumstances, but now, re-| 
viewing the operation on the ac- 
count for the month in question, it| 
will be seen that such concessions | 
cannot be made where the account 
requires as much service as this 
one does. 

It must be remembered that an 
account which bills $100,000 per! 
month, under normal circumstances | 
will only produce a profit of from) 
$2,000 to $3,000, and that a con-| 


| cession of $765 which was made in 


this case may amount to nearly one- | 


half of the total profit for the month. 


The simplified accounting pro- 
cedure used to produce the state-| 
ment shown herewith is based on} 
the principle of using original rec- 
ords for accumulating final figures, 
eliminating intermediate records— 
called books of original 
entry. An elementary example of 
such a practice is the use of carbon 
checks. These carbon 
copies are filed, so that at the end 
of a month an adding machine tape 
of each group produces the figures 
required. This procedure eliminates 
the cash disbursed book, or check 
register—the necessity for copying 
the information contained on the 
check into such books, etc. 


Handling the Statement 


A glance at the suggested operat- 
ing statement will show the items 
thereon to include the following: 

The first item to be considered is 
that of Billing, which goes hand-in- 
hand with the second and third 


items, Standard Costs, and Excep- 
tions. 

There are many different de- 
tailed methods used in connection 
with billing space, time, outdoor, 
and mechanics. These methods vary 
from an entirely manual operation 
to an entirely automatic one. Where 
the agency has sufficient volume, 
automatic accounting machines 
using punched card methods may 
result in substantial economies. The 
use of automatic Addressograph 
equipment, and other office ma- 
chines, may also be efficiently em- 
ployed. 

Differences Are Shown 


We shall not go into detail in this 
article to describe the method fo 
preparing invoices or for doing the 
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clerical work, which subjects will) If the agency spends more than this| taken of each group, securing the | pro-rated to the several clients in a 
pe covered in following instalments.| amount a loss will be incurred;) total of each class of direct expense | scientific manner, the formula for 

After an invoice has been prop-/| consequently, the services rendered! incurred because of each client. | 
erly prepared, it should show not| cannot exceed the sum available for| These totals are now posted to the 


only the items and amounts to be) 
pilled to the client, but also the cost 
of each item. When the bill is 
totaled it will show the total) 
amount billed and the total cost of 
the items billed. If the commission 
earned on that bill is less than 15 
per cent, or in the case of outdoor | 
162 3 per cent, etc., this difference 
fron. the standard rate must be 
noted and the reason given. 

Let us assume that an invoice to 
a client shows total billings of $10,- 
000, with a cost of $8,500. Now, if 
an extra copy of this bill is pre- | 
pared and filed with the other bills} 
rendered to the particular client in| 
question, at the end of the month 
an adding machine tape can be 
made showing the total of the bill- 
ings to that client and the total cost, 
and these billings and costs can also 
be segregated into the various 
items: Newspapers, magazines, out- 
door, mechanics, etc. On each in- 
voice the difference between the 
standard rate of commission and 
that actually earned is to be shown; | 
these differences are then tabulated, | 
with their explanations. 

Having accumulated the total of | 
the billings and costs for each client 
by classes of media, the figure may | 
now be recorded in a ledger, sep- | 
srately for each client. 


Employes’ Time Budgeted 


Direct Expenses: 

Productive Salaries—Perhaps the 
most important single item is that 
f the salaries of productive em- 
ployes. In any agency this item 
amounts to a considerable sum, and 
is one of the principal costs in con- 
nection with its operation. 

No lawyer, engineer, doctor, or 
accountant would think of operat- | 
ing his business without keeping | 
some record of how he spends his | 
time. Perhaps one of the reasons 
for this is found in the fact that | 
their charges are generally based on | 
the time involved. The same is 
true of the advertising agency busi- 
ness—only in inverse — that is, to 
have a profitable operation it is 
necessary that the time devoted to 
in account be limited to a propor- 
tion of the fee received. 

It will be quickly seen that where 
an account yields a commission, let 
us say, of $15,000 per month, that 
the total amount spent on that ac- 
‘unt cannot exceed this sum. Now, 
f we deduct from the total commis- 
sions earned on the account, the 
verhead expense and costs other 
than productive salary, we may have 
i remainder of, let us say, $5,000 per 
month with which to contact the 
iccount, write the copy, make the 
layouts, do the research work, etc. 


| might be difficult at first to secure 


doing the work. 
Must Keep Records 


To control the operation effec- 
tively, it is vital to keep some rec- 
ord of how the productive men) 
spend their time. I do not mean 
that it is necessary for them to 
punch a time-clock, nor to keep a 
record of their time in 15-minute 
intervals—but I do say that they 
can keep a diary of some sort or a 
time record, in which they can re- 
cord approximately the amount of! 
time devoted to each account each 
day. 

In some cases it is found that it 
is better to compute these records 
in percentages than in hours. In 
other words, a copy man some-| 
times can more accurately approxi- 
mate the time devoted to an ac- 
count by stating that he spent 20 
per cent of his time on one account, 
30 per cent On a second account, 
and 50 per cent on a third. 

The method by which the time 
records are kept will depend upon 
the circumstances in each case. It 


any reliable record, but the longer | 
the practice is followed the more | 
accurate the records become, until | 
finally the result is accurate enough 
for all practical purposes. These 
time records should be secured at | 
intervals of not more than a week | 


| apart, and perhaps a daily record is | 


preferable. 
At the end of each accounting | 
period the figures on these time rec- 
ords should be tabulated, and the 
total amount of time devoted to| 
each account by each man is there-| 
by secured and translated into dol- | 
lars, which represents the produc- 
tive cost of handling the several) 
accounts. These figures are now | 
recorded in the ledger by clients. 


How Other Expense Appears 


Non-Billable Expenses—This item 
includes such expenses as traveling, | 
entertaining, research, long distance | 


_ telephone, telegraph, etc. 


Whenever the agency purchases | 
anything, with the exception of bill- 
able media or mechanics, an ex- 
pense voucher should be prepared 
and approved. This voucher must 
indicate the nature of the expense, 
for which client’s account the item 
was incurred, and the amount. 
Many of the vouchers will cover 
items that cannot be allocated to a 
specific client’s account, and these 
items will be discussed under the 
heading of “Indirect Expenses.” 

At the close of the accounting 
period, copies of the expense vouch- 
ers are sorted by clients affected, 
and an adding machine tape is 


| nographers, 


ledger. 


| Indirect Expenses: 


Salaries—Indirect salaries include 
such personnel as secretaries, ste- 
billing clerks, 
boys, bookkeepers, etc. The total 
cost of such personnel must be pro- 
rated to the several accounts on a 
scientific basis. What this basis 
should be depends upon the par- 
ticular circumstances in each 
agency. No rule can be laid down 
for making such distribution. In 
many cases, however, the pro-rated 
cost of at least part of the person- 
nel can be computed quite accur- 
ately. For example, the cost of a 
secretary who works for a contact 
man may be charged to the several 
accounts which the contact man 
serves in proportion to the amount 
of time devoted to each account by 
the contact man. 


Little Added Effort 


total indirect salaries charged to 
each client’s account. 

General & Administrative Evx- 
penses—This item includes rent, 
postage, telegraph, telephone, light, 
insurance, taxes, etc., and is also 


Office | 


such proration depending upon the 
circumstances in each particular 
case. A common method is to pro- 
rate these items on the basis of 
commissions earned from each ac- 
count. 

From the previous description of 
the operations, it will be seen that 
a statement showing the operations 
for each client separately, as illus- 
trated, can be secured accurately 


/and without appreciable increase in 


detail work, if any. An examina- 
tion of the specimen statement will 
illustrate better than words how 
such a statement is helpful to man- 
agement as an aid to substantially 
increasing the profits of the agency. 


Publishes Progressive 


Arizona Annual Edition 


The Phoenix Republic and Ga- 
zette has published its 2lst annual 
Romantic-Progressive Arizona edi- 
tion, a special 16-section issue about 


| the size and weight of a metropoli- 
These pro-rated costs are posted 
to the ledger by clients, to show the | 


tan telephone book. 

The 85,000 copies of the edition 
printed were completely sold out 
before publication date. The spe- 
cial edition was given to each reg- 
ular subscriber without charge, and 
sold for 19 cents by itself. The 


issue carried 375,000 lines of adver- | 


tising. 


January Truck Output 
to Be Cut 35.9% 


Production of light trucks for 
civilian use in January, 1942, has 
been ordered cut by the Office of 
Production Management to 35.9 per 
cent of the January, 1941 figure. 
Companies making both passenger 
cars and light trucks (less than 1% 
tons) may exceed the truck ceiling 
if car output is reduced so that 
combined quotas are not exceeded. 

According to the OPM curtail- 
ment program, light truck produc- 
tion for the six-month period be- 
tween Aug. 1, 1941 and Jan. 31, 
1942, will total 145,108 units. In 
the corresponding period a year 
earlier, the figure was 171,260, 15.3 
per cent higher. 


Rethy to Metropolitan 


Joseph B. Rethy, 
count executive with 
tising Agency, New York, has 
|joined Metropolitan Advertising 
Company, New York, in a similar 
capacity. 


FREE with your 
first Order 
Ser and Brush FREE with your first order 
S $ Artist Rubber Cement. Nationally 
wsed, 3 grades: Light, Medium, Heavy. $2.75. 
per gal. postpaid. For Friskets use $ $ Spe- 
ciel Frisket Cement, $3.50 per gal 


©S RUBBER CEMENT CO. | 


$438 Mo Halsted St. CHICAGO.ILL 


formerly ac- 
Peck Adver- 


THAT 


There’s some special quality that makes men and mar- 


kets alike outstanding. 


Those seven unshorn locks were the “extra some- 
thing” that gave Samson his tremendous power. 


The 


Cultivating a larger share of this important sales 
volume is 
Record Newspapers, provides complete coverage. 
city’s sole dailies have a single rate of only 12e per line. 
In Troy you can do the complete job for less than in 
any other major New York State market. 


four neighboring 


easy and economical. 


J. A. VIGER, 


SOMETHING 


communities 
Green Island, Cohoes and Waterford) in its A. B. C. 
City Zone are Troy’s “extra something,” supplying addi- 
tional purchasing power to push actual retail sales here 
to major market proportions of $44,624,000 annually. 


One medium, The 


THE TROY RECORD 
THE TIMES RECORD | 


THE TROY RECORD CO. ADVERTISING MANAGER 
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FTC Charges General 
Foods Misnames Fish 


General Foods Corporation, New 
York, and three of its subsidiaries, 
were charged by the Federal Trade 
Commission last week with misrep- 
resentation in the sale of fish sold 


under Birdseye and 40- Fathom 
labels. The subsidiaries named in 
the complaint are Frosted Foods 


Corporation, and 40-Fathom Fish, 


Inc. 
The FTC charge is based on 
statements printed On _ packages, 


booklets and pamphlets identifying 
products as “Ocean Perch Fillets” 
and “Fillets of Red Perch.” The 
proper name for these varieties, ac- 
cording to FTC, is “rosefish,” popu- 
larly known as “redfish” and with- 
out any family connection with 
perch. 


Decker to Soft-Lite 


Frederick G. Decker, formerly a 
member of the sales promotion staff 
of International Silver Company, 
Meriden, Conn., has joined the 


advertising department of Soft-Lite | 


Lens Company, New York. 


SEE 
TOMORROW 


The Magazine of the Future 


January Issue 


OUT 
DECEMBER {5 


ON ALL 
NEWSSTANDS 


25 cents 


Advertising rates and sample 
copy on request, 


Creative Age Press, Inc. 


11 East 44th Street 
New York, N. Y. 
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Gifts for Soldiers? 
Cigarets, Blades _ 


| 


‘Tops in Preference 


| 
| 


New York, Nov. 27.—If you're 
playing Santa to a soldier this year, 
the survey compiled by Edwin J. 


| Hoffritz, president of Hoffritz Cut- 
Sales Corporation, General Seafoods | 


| elected 


lery Shops, is apt to be interesting 
to you. In a three-month survey 
in which 5,000 soldiers were asked 
their preferences of Christmas gifts, 
cigarets, razor blades and sewing 
kits led the field. 

One notable thing about the list 
of 25 most-frequently-mentioned 
gifts is that they are universally | 
small and comparatively inexpen- 
sive. In the order named they are: 
cigarets, razor blades, sewing kits, | 
soap, wrist watches, socks, shoe | 
brushes and shoe cleaning kits, 
fountain pens, safety razors, change | 
purses, pocket knives, pocket flash- | 
lights, playing cards, combs, auto- | 


matic cigaret lighters, writing) 
paper, books, clothing brushes, | 
underwear, handkerchiefs, candy, | 


cameras, magazines, spot-removing | 
kit and unbreakable mirrors. 

Five men spent three os | 
questioning the draftees about the | 
presents they’d really like this year. 


| 
Karstaedt Heads Wis. | 
Newspaper Ad Execs 


Dale Karstaedt, Racine Journal- | 
Times, was elected president of the 
Advertising Managers Association 
of Wisconsin Daily Newspapers at 
the organization’s meeting at the 
Park Hotel, Madison. Other officers 
were Howard Johnson, 
Madison Newspapers, vice-president 
in charge of national advertising; 
Bruce Tower, Kenosha News, vice- 
president in cha: ge of local adver- 
tising; Siegal Mayer, Marshfield 
News - Herald, vice-president’ in 
charge of smaller newspapers; and 
Elmer C. Tryon, Marinette Eagle- 
Star, secretary-treasurer. 


Old Town Appoints 
Old Town Ribbon & Carbon Com- 
pany, Brooklyn, has _ appointed 
Arthur Rosenberg Company, 
York, as advertising agency. 


Neae/ 


- POPULAR 


Station 


Salt Lake City ee 


New 
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Getting Persona 


Dante M. Pierce, publisher, Wallaces’ Farmer and Iowa Homestead 
and Wisconsin Agriculturist and Farmer, is reported to be coming 
along nicely after having an operation on his eyes in St. Paul. . 
Henry A. Hohman, pres., Beaumont & Hohman, Chicago agency, 
escaped with slight injuries in the train wreck near Corinth, Miss., 
Nov. 23, in which one person was killed and 80 injured. . . 

It’s “Prof.” Harry Burke, program mgr., and “Prof.” Soren Munkhof, 
asst. news editor, around WOW, Omaha, these days with the former 
teaching radio commercial copywriting at the Municipal University of 


WHAT EVERY FATHER KNOWS 


Sam Singer, a.m., Vim Radio & Sporting Goods Stores, New York, is no different 
from any other daddy—except that his photographic ingenuity helped him record 


this self-portrait for posterity. The picture won third prize in the Midwood 
Camera Club's monthly competition. Baby Singer is six months old. 


Omaha and the latter teaching radio news writing at Creighton Uni- 
versity. .. When Elmo Pershing Martin, a.m., Daily Press, Woodward, 
Okla., scanned the U. S. Navy’s recruiting ads for his paper he was 
sold pronto and enlisted for the duration. . . 

Bill Crouch, dir. of advertising and publicity, Soundies Distributing 
Corp. of America, Chicago, is right proud of Bonnie Margaret, who 
arrived recently to join her brother, Jon, age 2. When WDZ, 
Tuscola, Ill., had its annual dinner for members of the staff and 
families Nov. 3 the piece de resistance was venison supplied by Ray 
Livesay, WDZ salesman, who got a buck and a doe on his recent 
annual hunting trip to the Rockies. The dinner was held on the birth- 
day of Clair B. Hull, station manager. . . 

Charles A. Stauffer, chairman of the board of Arizona Publishing 
Co., which publishes the Arizona Republic and the Phoenix Gazette, 
has gone to work for Uncle Sam. Secretary Morgenthau has ap- 
pointed him vice-chairman of the Arizona Defense Savings Com- 
mittee, the job of which is to promote the sale of bonds and stamps... 

Robert M. D. Arndt, v.p., John Falkner Arndt & Co., Philadelphia, 
was honored as the most outstanding president of a Junior Board of 
Commerce in Pennsylvania at a recent luncheon of the Philadelphia 
organization. . . The pride and joy of John B. Lanigan, mgr. of the 
Detroit office of Good Housekeeping, is John Timothy, who arrived 
Nov. 18, all 8 pounds, 12 ounces of him. . . 

John Bunker, pres., John Bunker, Inc., Cincinnati agency, has been 
elected an academy member of the Catholic Poetry Society, the first 
so honored in seven years. . . Major General Victor Odlum, vice-chair- 


ADMEN WILL DO THE DARNEDEST THINGS 


When the girls of Pillsbury’s Cooking Service served this giant cherry-decorated 
cookie as dessert at a recent Minneapolis Advertising Club clinic those who 
reached the delicacy first were, left to right, Mike Fadell, Fadell Publicity Bureau; 
Jack Bernie, McCann-Erickson; Walter Strang, Northwestern Bell Telephone Com- 
pany customer relations supervisor; Phil Smith, of Graphic Arts Studios, chairman 
of the clinic, and V. R. West, public relations director of McCann-Erickson's 
Minneapolis office, who had to go easy because he had to make a speech on 
“Commercial and Industrial News.” 


man, Canadian Broadcasting Corp., commander of the second Canadian 
division in England, has been appointed Canadian high commissioner 
to Australia. . . 

Charles O. Hearon, former co-publisher of the Spartanburg Herald 
and Journal and more recently public relations director of WSPA and 
WORD, Spartanburg, S. C., has been named secy. of the Chamber of 
Commerce in that city. . . Earl Gaines, a.m., Pittsburgh Press, and 
Richard Beeler, of the ad dept. of the Mirror, Altoona, Pa., were 
initiated into Alpha Delta Sigma, nat’l. ad fraternity at Penn State, 
recently. C. M. Snyder, a.m., Reading Eagle-Times, was on hand to 
see that they got the works... 

John F. McMahon, exec. secy., Air Hygiene Foundation at Mellon 
Institute, Pittsburgh, is recovering at Mercy Hospital, Pittsburgh, from 
severing three tendons and an artery in his leg while chopping wood 
for his fireplace. . . James R. Brumby, ad director, Atlanta Journal, 
has been named a director of the Atlanta Sales Executives’ Club in 
charge of program activities. . . 


—— 


Convention-Goers 
Offered Series of 
‘Ad’ Breaktasts 


New York, Nov. 25.—Convention- 
goers attending the annual canners’ 
convention in Chicago next J: ny- 
ary will be treated to a serie. of 
“breakfasts of advertised produ ts” 
to be inaugurated by The Ame 


Weekly and Puck—The Co ni¢ 
Weekly. 

Members of the National Ca) ners 
| Association will meet Jan. 26-29 at 
/the Palmer House and repres:nta- 

tives of the two publications w || be 
hosts to officials and representa. 
tives of manufacturers and dis'riby- 
tors each morning from 7:2) to 
11:30 a. m. in the Club Bu ding 
| dining room. Quality foods acver. 
tised in The American Weekl), and 
|Puck — The Comic Weekly, long 


with store and window materia] 
and the advertising used to make 
| them common household favorites. 
| will be exhibited at the special 
| breakfasts. Convention registra. 
| tion cards will be used as guest 
| cards by the visitors. 
| Representing the two publications 
at the breakfast will be Lionel B. 
Moses, manager of the trade ex- 
Am 


| tension division of The rican 
| Weekly and Puck — the Comic 
| Weekly; George E. Wilkinson, East- 
ern manager; J. J. Donlan, Mid- 
western manager; and E. B. Cald- 
well, West Coast manager. 
Florsheim Quits OPM; 
Returns to Business 

Harold Florsheim has _ resigned 


his post in the division of purchases 
| of the Office of Production Man- 
agement because of the pressure of 
| private business. He has returned 
to his job as first vice-president and 
secretary of Florsheim Shoe Com- 
pany, Chicago, but will continue t 
| serve OPM in an advisory capacity 
_ Mr. Florsheim has been in Wash- 
ington since early last spring, and 
_has had an active role in the Army's 
huge shoe procurement program. He 
has been chief of the shoes and 
|leather products section, textiles, 
| clothing and equipage branch. 

| _ 


Uses Bowling Theme 
Centlivre Brewing Corporation 
| Ft. Wayne, Ind., has adopted 
bowling honor roll in its daily in- 
sertions on behalf of Old Crown Ak 
in the Fort Wayne Journal-Gazette 
Any member of a_ bowling tean 
scoring over 600 points is entitled t 
have his name inserted in the com- 
pany’s advertisement, along wit! 
| his team and number of _ points 
scored. Each member of the “Olé 
Crown Ale 600 Club” receives : 
special lapel pin and a small fel! 
crown for his shirt. Bowling alleys 
are tied in with special displays 
which record the number of 60 
bowlers on that alley in the past 24 
| hours. Westheimer & Co., St. Louis 
is the agency. 
| —_ oui 
Joins Metropolitan 
Frederick Lerro has joined Met 
ropolitan Advertising Compan) 
New York, in charge of traffic ane 
production. He was formerly pro- 
duction manager of Frank Best & 
Co., New York. 
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Vacuum Cleaner 
Makers Receive 
Small Priority Cut 


Washington, D. C.. Nov. 27.—A 
10 per cent cut in production of 
household vacuum cleaners by large 
manufacturers was ordered today 
by Donald M. Nelson, director of 
priorities, Office of Production 
Management. Smaller producers are 
restricted to the sales level prevail- 
ing during the year ended last 
June 30. 

Designed to conserve steel and 

| other critical materials needed for 
| defense, the cleaner curtailment 
| follows the pattern of restriction 
programs on_ refrigerators and 
| washing and ironing machines. 
| The cut is relatively small com- 
pared to those ordered in other con- 
|}sumer goods. industries because 
only small amounts of scarce ma- 
terials are used to make cleaners. 
The industry has a high ratio of 
|}employment compared with the 
South Coast Fisheries, Inc., San Pedro, | amount of materials consumed. 
Calif., is building distribution of its vita- Steel consumption by the industry 
min fish food, Top Form, the first “espe- | in 1940, for example, was less than 
cially prepared for cats," with two-color | 19 900 tons while factory employes 
— h aay ig wr y — be numbered about 8,500. The vacuum 
Const. yee the poner ngeles. | cleaner industry employs 850 men 
: | per 1,000 tons of steel, whereas 
there are only 100 employes per | 
1,000 tons of steel in the refrigera- 


Newspaper Ads tor — = a in the washing 
. zs machine i stry. 

Promote Vitamin sein: dienes Cts 

Fish Food for Cats 


Large manufacturers, defined as 
those whose average monthly sales | 

Los Angeles, Nov. 26.—Even cats| are over 5,200 units, will be per- 

must have their daily quota of vita-| mitted to make during the Oct. 1- 
mins, owners of the pets are told} Dec. 31, 1941, period, 90 per cent of 
ina campaign now being conducted | average factory sales during the) 
for Top Form cat food on the Pa-| year ended last June 30. Producers | 
cific Coast. selling less than 5,200 units a month 
Following a test campaign in| are restricted to an output of 100 

San Diego, about six months ago,| per cent of factory sales in the same 
South Coast Fisheries, Inc., San| period. The industry has reached 
Pedro, has launched a drive for) an extremely high level of produc- 
greater distribution of the year-old! tion in recent months, and the cur- | 
product with two-color newspaper | rent rate is more than 120 per cent 
ads in Los Angeles, San Francisco,| of 1940. 
Oakland, Sacramento, Portland and Nineteen companies will be af- | 
Seattle. As a special introductory | fected by the curtailment. Some 
offer, three five-cent cans may be | of them have been able to shift fa- | 
purchased for ten cents. Extension | cilities to defense work, but in gen- | 
f the campaign is undetermined at| eral the industry’s equipment needs | 

present. substantial modification before 
Sis Tenpertent Peateres | being useful to defense. | 


Top Form cat food has six im-| Gets Millinery Maker | 
portant features, copy states. Only | Miss America Millinery Mfg. | 
freshly-caught fish are used; they ‘Company, Shelton, Conn., has named 

tain vitamins A, B,, D and G; a| Hammer Advertising Agency, Hart- 
alanced diet is provided; “all cats| ford, to direct its advertising. 
ove it”; veterinarians have en-| 
lorsed Top Form; and there is no|To Bogner & Martin 

aste to the contents. Catskill Evening Mail, Catskill, 

Barton A. Stebbins, Los Angeles,|N. Y., has appointed Bogner & Mar- 
s the agency directing the Top| tin, New York, as national advertis- 
form cat food account. |ing representative, effective Jan. 1. 


THE CATS ME-OW 
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FISH FOOD 


=——- FOR CATS 


Mor: "op More Play Better Health-blossier Fur / | 
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TOP FORM 
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CAT FOOD 


Industrial Surveys Adds 


Joseph H. Stone has joined the 
New York office of Industrial Sur- 
veys Company as assistant manager | 
of research production. He was 
formerly with the research depart- 
ment of Ward Wheelock Com- 
pany, New York, and previously 
editor-statistician with A. C. Niel- 
sen Company, Chicago. 

Gene B. MacFarland has joined 
the Chicago office of Industrial 
Surveys as a supervisor and client 
service man in the store audit di- 
vision. He was formerly with A. C. 
Nielsen Company, Manchester, 
N. H., where he handled the set-up 
of special audits in test cities. 


Merck Charge Dropped 


The Federal Trade Commission | 
has closed without prejudice a case 
charging Merck & Co., Rahway, 
N. J., with unfair competition in 
the sale of poultry remedies. In 
withdrawing its complaint, FTC re- 
served the right to resume proceed- 
ings should future facts so warrant. 


Adds Four Accounts | 

Zimmer Advertising Agency, | 
Louisville, Ky., has been appointed 
to direct the advertising of Inde- 
pendence Insurance Company, Milk 
for Health, Inc., Hubbuch Bros. & 
Wellendorf, and Louisville Chemi- 
cal Company, all of Louisville. 


Stone, MacFarland | 


Spiegel, Inc. 

Earnings for three months end- 
ing Sept. 30 were $165,888, com- 
pared with $119,825 for the same 


Advertisers —_ in 1940. 


Semtnen Watch Schellenbach to Rickard 


Earnings for the first nine months, _ Burton Schellenbach, formerly 
of this year were $499,442, com- | °PY chief of Horton-Noyes Com- 
has ag 9 tare ee a | pany, Providence, has joined Rick- 
pared with $501,473 for the com-| ard & Co., New York, as vice-presi- 
parable period in 1940. 


| dent. 
Hecker Products 


——————— 
“Stardom” to Bow 
Net income for the quarter end- ae lie ee 

ing Sept. 30 was $324,116, compared | , Guide Magazines, New York, will 
with €18.806 for the same cuarter launch Stardom, a new screen 
ee ee i saa magazine. First issue, dated Feb- 
last year. |ruary, 1942, will be on the stands 
during January. 


Earnings ‘of 


| 


National Distillers 
Net income for nine months end- 


ing Sept. 30 was $3,831,368, com- | BILGE as 


LOOK 
pared with $3,191,641 for the same; 4 BETTER 
period last year. CATALOGS 
United Biscuit FOLDERS cost 


; ; LESS 
| Earnings for nine months ending SALES HELPS 
Sept. 30 were $636,128, compared 


FPR 
Laurel IMPROVED OFFSET 


LITHOGRAPHY 
COMPLETE COPY & ART DEPARTMENTS 
LAUREL PROCESS COMPANY 
480 CANAL STREET, NEW YORK 
WALKER 5-3030 


with $622,346 for the same nine 
months last year. 


Zonite Products 

Net income for nine months end- 
ing Sept. 30 was $165,210, compared 
with $122,828 for the like period in 
1940. 


tember 


POPULA 


200 East Ontario Street, Chicago, Illinois =» New York # Detroit = Columbus 


Newsstand Sales UP 
in Defense Areas 


A leading advertising agency asked us to compare 
newsstand sales of Popular Mechanics for the Sep- 


issues of 1940 and 1941, in fifty-three areas 


increasingly active in defense work. 


Newsstand sales were up 26%, 


This increase in newsstand sales of this twenty-five- 
cent magazine —the highest priced in its field—shows: 


1. that Popular Mechanics’ readers have money. 
and 


* 2. voluntarily spend it for quality—in a magazine 
or in merchandise. 


Let Popular Mechanics carry your story of goods 
or services to these men “‘in the money”’ in today’s 
most prosperous areas. 


Whether you use one page or twelve, the cost will 
be less than a dollar and a half per page per thousand. 


fECHANICS 
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Sevens Houde Ad Clee 


Jack Karger, Frosted Foods Sales 
Corporation, has been elected presi- 
dent of the 1941-42 advertising and 
selling course class of the Adver- 
tising Club of New York. Other 
officers elected are Ruth B. Nagle, 
Hecht Department Store, vice-presi- 


dent, and Helen Taylor, Schenley 
Distillers Corporation, secretary- 
treasurer. 


Joins Concert Programs 

Mae Roman has joined the sales 
staff of Concert Program Magazines, 
New York. She was formerly on 
the sales staff of John H. Livings- 
ton, Jr., and previously in the ad- 
vertising department of Arts and 
Decoration, 


y 


(Your SHIPMENTS CALLED 
FOR AND DELIVERED! 


Certainly,when you ship by RAILWAY 
Express, right from your door to 
your consignee’s at no extra charge 
within our regular vehicle limits 
in all cities and principal towns. 
Use this service. It pays. Low rates. 


RAILWA XPRESS 


AGENCY Inc. 
NATION-WIDE RAIL-AIR SERVICE 


Huge Improvements 
Made in Printing 
by Gravure Method 


Crowell-Collier Plant 
Pioneers in Developing 
New Technique 


Springfield, O., Nov. 26. — Since | 
advertisers share in the benefits of 
mass production economies, they 
have a direct interest in the spec- 
tacular improvements now being 
made in the manufacturing meth- 
ods employed in the production of 
mass media. Progress is being 
made today at a more rapid rate 
than in many previous decades. 

Every division of the production 
industries responsible for the manu- 
facture of multi-million circulation 
media, which carry the advertising 
messages of leading national adver- 
tisers, is contributing its share to 
the remarkable picture of progress 
now being presented. Manufac- 
turers of paper, inks, plates, presses 
and other key equipment and mate- 


demonstrate 


rials are doing their share to 


that the production 
side of advertising is going forward 
in the scientific application of mod- 
ern industrial research to the prob- 
lems Qf publishers and advertisers. 


How Changes Affect Springfield 


An indication of what is going on 
in this field is the transformation 
of the big plant of the Crowell- 
Collier Publishing Company in this 
thriving Ohio city, where the 
Crowell publishing enterprise got 
its start seventy years ago. Its 


|huge printing establishment em- 


ploys 2,300 people and is one of the 
biggest industrial operations in 
Springfield. The size of the opera- 
tion is indicated by the fact that 
annually it turns out 76 issues of 
three magazines, representing 242,- 
000,000 copies, consuming in the 
process 85,000 tons of paper and 
1,900 tons of ink. 

The changes being made in this 
mass production industry can be 
dramatized by saying that the first 
4-color gravure advertising page 
appeared in Collier’s in December, 
1939, and that today from 30 to 50 
per cent of the entire production of 
Collier’s, Woman’s Home Companion 
and American Magazine is by this 
process. There has been a sharp in- 
crease in the volume of 2-color and 
4-color advertisements printed on 
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ee Say 


in Kansas. 
time power 
before! 


VICHITA, KANSAS IS BOOMING ° 


Buy KFH because it has consistently, 
increased its audience throughout the state of Kansas. 
(It cost another very fine station good money to show 
that KFH is the only major station heard in Kansas 


114,966 


“Get off 
Wichita is America’s 


through 1941 


152,000 


Upshot of an Upshaat - - - 


What can a time-buyer do in these rough-and- tumble days of Defense-made markets? Well, 
that’s one spot we aren't in, but we'd advise 
Wichita, Kansas is a skyrocket. 
Wichita, they listen to KFH! 


Buy KFH because it’s the only fulltime 5 kw station 
New transmitter equipment and a night 
boost give KFH a better contour than ever 


Number Two 


"WICHITA, KANSAS IS BOOMING 


i running speed of 20,000 impressions 
/|per hour. This means 720,000 pages 


aia ines 


= Rl ee he! 


tz | dictions 


; ed tn 
*Conservatively Estimated 


200,000 


skyrockets!” 
and in 


ride the 
Boomtown 


duds - 


which has increased its audiences every year 1937 
without a single set-back!) 
Buy KFH because Sedgewick County is the “gravy 


train county” 

year after year, 
tioned 
KFH most.”) 
Buy 


WOODWARD 
| 0.5 Mv,/m Night 


Ns 
MANHATTAN S45 


K4 
Cc 

TOPEKA 

EMPORIA 


——— a 


PITTSBURG 


Glenn D. Gillett Computed Field Strength Distribution Based on Performance 
and ‘Previous Survey Measurements—5000 Watts Day and Night—October 1941 


of Kansas. 
Sedgewick County coverage. 
above says 95% 


KFH_ regularly;” 


KFH because you'll 
twice as many people as you reached last year 
any increase in rate. 


of the population 
57% of the population 


reaching nearly 
without 


soon be 


Skyrocket-riders, let’s go! 


THAT SELLING STATION 
IN KANSAS’ BIGGEST, RICHEST MARKET! 


LJ 
\ 


WICHITA 


CBS + 5000 WATTS DAY AND NIGHT ... . CALL ANY EDWARD PETRY OFFICE 
Ol enemeneneheeineienames newer a ere a 
nae . ae i hi 


+" | present 
rhe] 


Only KFH can give you real 
(The gratis survey men- 
“listens to 
“listens to 


NEWSPAPER ADVERTISING AT A GLANCE 


GAIN AND LOSS PERCENTAGES - 52 CITIES 6 
OCTOGER 1941 - 1940 Loss GAIN 
CLASS IF ICAT IONS -30 -20 10 i?) 10 20 3x0 
Reta 7.6% 
Gewewar 8.0 eee 
AuTOMoTive -13,3 ane em 
FiNANC TAL -3.5 ied 
Totar Disecay 6.0 es 
CLASSIFICD -3.4 ne 
TOTAL ADVERTISING 4.2 eee 
Derartment STOKES 5.5 
JANUARY | To OCTOBER 31, 1941 - 1940 
Retair 4.8 —— 
Generar -0.8 ‘ 
AUTOMOTIVE -8.7 mmc 
FiMANci aL 5.7 — 
Totar DisPray 2.9 _— 
CUASSIF IED 5.1 aes 
TOTAL ADVERTISING 3.3 a 
DEPARTMENT STORES 4.2 
- -20 -10 0 10 20 x» 


Gains and losses in newspaper advertising for October, compared with October, 
1940, and for the respective Jan. | to Oct. 31 periods of the two years are shown 
in this chart by Media Records, Inc. 


gravure presses. During 1941 Col- 
lier’s has carried approximately 130 
4-color gravure advertising pages. 

Six gravure presses have been 
busy operating, and two new Goss 
high-speed gravure presses produc- 
ing 32 pages at each impression 
have just been installed, still further 
increasing the capacity of the plant 
to manufacture magazines in vol- 
ume by this process. 


The new presses have a _ gross 


for each working hour—and half of 
these in four colors. 


Pioneers in Gravure 


While other large - circulation 
magazines, including This Week, 
Look and Family Circle, use gra- 
vure, Crowell-Collier is the pioneer 
among the major publishing houses 
in developing gravure printing and 
especially 4-color advertising pro- 
duction by this process. Its belief 
in the importance of gravure from 
the standpoint of the economics of 
magazine production and delivery 
of mass circulation of advertising 
at low cost is reflected in the 
enthusiasm of Thomas H. Beck, 
president of the company, who is 
personally responsible for most of 
the revolutionary changes which 
have been introduced in this plant. 

Without making specific pre- 
as to future plans and 
policies, especially in view of the 
difficulties of the press 
manufacturers in taking care of 
commercial requirements because 
of their concentration on defense 
production, it seems safe to forecast 
that the expansion of the gravure 
production facilities of the Crowell- 
Collier plant will be continued. 

Looking at the situation from the 
standpoint of advertising and pro- 
duction economics, limitation of 
cost reduction is represented pri- 
marily by maximum press speed. 
Increasing press capacity by in- 
creasing speed is the approach to 


production which resulted in 
Crowell-Collier undertaking’ the 
development now attracting the 


attention of advertisers and pub- 
lishers. 


Quick Drying Inks Essential 


The main limitation of press 
speed is the difficulty of drying ink 
rapidly. Several methods of solving 


letterpress production, notably the 
introduction of heating equipment 


and the use of inks containing 
evaporable liquids. However, by 
far the most successful method yet 
developed is in gravure, where the 
invention of the Speedry closed 


fountain permits the use of solvents | 
of high volatility in the inks. These | 


solvents dry almost instantly upon 
|exposure to the air, and they are not 
so exposed until a split second be- 
fore the inks are deposited on the 
|paper web. Thus, even at a web 
|speed of 1,200 feet a minute, each 
|ink has dried on the paper in its 
| trav el between cylinders. It is pos- 
sible to stand at the folder end of 
the press and rub one’s hand over 


the delivered signature without any | 


smudge resulting. 


Thus far no way has been found | 
to apply the closed fountain method ! 


to letter press printing. The raiseq 
points on plates employed in |etter-. 
press do not permit of a sealed foun. 
tain, whereas the walls of the wells 
etched in the copper cylinders of 
gravure make a complete sea! 
sible. 


pos- 


Color gravure presses can be 


operated at a rate of 15,000 impres. 
sions per hour, which is a consider- 
ably higher speed than is possible 
in the operation of 4-color maga- 
zine presses printing by letterpress 
Experts 
difference in press production avail- 
able under the two methods, but it 
may be anywhere from 15 to 175 
per cent, depending upon the age 
and design of the presses employed 
Obviously, 
quality can be obtained through 
color gravure production, increased 
press capacity opens the way to 
major economies. 
of the Crowell-Collier program of 
increasing emphasis 
though the company continues to 


disagree on the 


assuming that equa 
This is the basis 


On gravure 


this problem have been applied in | 


Vv 
CLOUD BUSTERS 


Mig While Dayton’s aviation and 
defense activities hit new highs 
—advertisers on Dayton’s fav- 
orite station climb to new sales 
heights. Every 
figure, every 
fact— points to 
Dayton and to 
WHIO— 


because 
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use letterpress printing for most of 


“These dots vary in diameter and 


operation. Another is the lower 


its advertising and editorial content. | spacing like the dots in an engrav- | rate made possible to the advertiser 


Quality Increasingly Good 


few years ago most production 
experts refused to admit that high- 
speed gravure could approach let- 
terpress in quality, especially in 
color advertising. Today some very 
large users of magazine color em- 
ploy Crowell-Collier four - color 
gravure in preference to letterpress. 
This result has come about only 
because Of the application of scien- 
tific methods to the entire field of 
gravure printing, in which the best 
efforts of paper, ink and press 
manufacturers, as well as those of 
engraving experts, are enlisted. 
Under the direction of Peter 
Dennerlein, general manager of the 
plant, and William Devers, superin- 
tendent of the gravure department, 
each problem involved in the pro- 
duction of gravure printing has 
peen studied, with the objective of 
eliminating variables and insuring 
uniform results. This has demanded 
the standardization of all operations 
and materials, the manufacture of 
plates to definite specifications, and 
the most painstaking preparation of 
plates. For example, 135 men are 
employed in the preparatory opera- 
tion alone. 


Many Technical Advances 


To mention only a few of the 
technical advances which have 
been made in improving the quality 
of gravure printing, arc lamps used 
in lighting photographs have been 
replaced with fluorescent lighting. 
Distilled water is used in all chemi- 
cal operations. Photo-mechanical 


methods of color correction, 
opaquing and high lighting are 
employed. 


Shrinkage of carbon tissues is 
sharply controlled by the predeter- 
mination of the moisture content 
and by proper seasoning and ageing. 
Humidity and temperature controls 
have been provided in all of the 
gravure preparatory departments. 

Another major improvement in 
gravure production is the develop- 
ment of the News-Dultgen screen, 
comparable to the halftone screen 
in photo-engraving for letterpress 
production. This is described in a 
remarkable book now in production 
by Crowell-Collier, called “New 
Wings for Publishing,” and itself a 
brilliant demonstration of the pos- 
sibilities of gravure printing. It 
says: 


Technical Details Given 


“Instead of imposing on the 
cylinder a conventional cross-line 
screen, the News-Dultgen process 
first breaks up each primary color 
block in the original picture into 
opaque dots with a photo-engraving 
process, as in an ordinary half-tone. 
The dots, however, are unusually 
small, 22,500 to the square inch. 


5S. WABASH AVE. CHICAGO 


/er’s half-tone, but they are in- 
| verted—that is, bitten into the cop- 
per. The dots are made to vary in 
|depth, the larger dots being com- 
|paratively deep, the smaller ones 
|shallow. These constitute the ink 
|cells on the cylinder. 

“Thus by modifying the transi- 
| tions of tone laterally with various 


| sized dots, as well as vertically with | 


| varying depths of ink, the process 
gives to the printed picture new 
| flexibility of expression.” 


Shorter Closing Dates Possible 


With most of the technical prob- 
lems in the gravure field now 
believed to be under control, and 
with expansion of gravure pro- 
duction planned for the future, 
Crowell-Collier visualizes the ad- 
vantages of its program in several 
directions. One is ability to meet 
the demand of advertisers for 
shorter closing dates by means of 
the elimination of make-ready on 
the press and higher-speed press 


_furnishing original material by the 
, elimination of the cost of engraver’s 
| plates. Still another is the elimi- 
nation of the impost on bleed pages. 
| Fourth is the ability to meet de- 
mands of rising circulations with- 
out increasing press capacity, since 
one gravure press replaces several 
|of the older type. 

National advertisers and agency 
men have been watching develop- 
ments in the Crowell-Collier plant 
with unusual interest. Many of 
_them have been inspecting gravure 
| department operations and noting 
the changes and improvements in 
| technique which have been put into 
use. These inspections, plus steady 
_improvement in the quality of color 
|advertising, have resulted in in- 
| creased acceptance of gravure color 
| printing by this company. 


| Neither Crowell-Collier nor other 
| magazine publishers and printers 


|have been idle in the improvement 


Letterpress Also Advancing 


of their letterpress printing facili- 
ties. Five-color presses recently 
installed by one large magazine 
company are a suggestion of what 
is being done to improve produc- 
tion and reduce costs. 
Thus the advertiser is 
that the same 


assured 
approach to mass 
production economies which he 
himself has been 
employ, for the purpose of speeding 
up output or improving quality, is 
being used in the mass production 
field of advertising. And the process 
has only begun. 


Keresey in New Post 
at Ivey & Ellington 


Thomas M. Keresey, who recently 
resigned as vice-president of Lord 
& Thomas, New York, has been 
elected 
Ellington, New York. 

American Brass Company, Water- 
bury, Conn., and Anaconda Wire & 
Cable Company, New York, have 
appointed the agency to direct their 
advertising. 


accustomed to | 


vice-president of Ivey &| 


To “Family Circle” 

Walter E. Barber has been ap- 
pointed sales promotion manager 
of Family Circle, New York. He 
was formerly Eastern advertising 


manager of Christian Herald, New 
York. 


‘Mossberg Names Pierson 

| Walter L. Pierson, sales promo- 
|tion and advertising director of 
|O. F. Mossberg & Sons, New Haven, 
| firearms, has been appointed execu- 
| tive vice-president. 


| 


Cassar wad a 
Bea ckiagus Ad Wan 
Way back in 60 B. C. he advertised 
doings of the Roman senate on 
specially constructed bulletin beards. 
He would have thrilled at today's 
better offset produced by Rote-Lith. 


ROTO-LITH CO. 


201 N. WELLS ST. CHICAGO. 


DEA.8S5S7 + HEM.22II. 


— = 


It might easily have been otherwise... 


It would have been otherwise — except for the broad- 
casting industry's constant emphasis on the quality of 
entertainment, of transmission, of overall coverage. 


Naturally, then, in marking our 15th anniversary, it is a 
matter of special pride to us that radio in general has ad. 
hered so closely to the high standards of those who founded 
the first national network, NBC Red... the network most 
people still listen to most! 


Topay, thanks to the calibre of the programs broad- 
cast by America’s radio networks day after day for 15 years, 
| the people of the United States are firmly united in their 
j enjoyment of one of the greatest of all man-made miracles. 


7 


~The Network MOST People Listen to MOST 
NATIONAL BROADCASTING COMPANY 
_ A Radio Corporation of America Service 
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Protests Use of 
Animal Names in 
Fabric Garments 


Washington, D. C., Nov. 25.— 


Montgomery Ward & Co. has been| 
served with a Federal Trade Com-| 
mission complaint which charges | 
misrepresentation in the advertising| 
and sale of various fabric garments | 
described in phrases or words con- 
taining or resembling the names of 
animals. 

The complaint 
bearings such names as “Hudson 
Seal Fabric,” “Krimmer Fabric,” 
“Persian Lamb Fabric,” “Nu-Seal 
Fabric,” “Broadtail Fabric,” and 
“Ombre Kerami Fabric.” These 


NEW! A Practical Home 
Course in Business 
@ LETTER WRITING! 


The successful methods of a 
nationally knownletter expert, Earle 
A. Buckley, author and U.S. Consul- 


cites garments 


“LETTER EVALUATOR” FREE. The Buckley 
Institute, 1600 Arch St., Philadelphia, Pa, 


| in the trade names, but from vari- 


products, according to FTC, are 
manufactured to simulate the pelts, 
hair or wool or animals. 

FTC charges the public is mis- | 
led because the garments are not) 
made from animal pelts or furs, nor | 
from fabrics composed of the hair 
or wool of the animals mentioned 


| 


| 
| 


| ous combinations of rayon, cotton, 


silk and ordinary wool fibers. 


Stecher-Traung 
Issues 1942 Calendar 


Stecher-Traung Lithograph Cor- 
poration, Rochester, N. Y., has re- 
leased its 1942 calendar. Starting 
with the month of December, 1941, 
the calender consists of 14 sheets, 
13 x 33 inches, with illustrations 
from photo transparencies or paint- 
ings. Current, preceding and fol- 
lowing months are shown on each 
sheet, and the last sheet lists three 
complete years, with corresponding 
months listed side by side for quick 
comparison. The calendar is avail- 
able upon request to the company. 


Becomes Partner 


Reuben Newman, 
direct mail specialist, 
Mina Lee Simon 
Agency, Boston, as partner. The 
agency is now called Simon and 
Newman, Advertising. 


formerly a 
has joined 
Advertising 


| to 5,000 watts night power 
| the 


NBC Outlets 


Step Up Power 

Stations WNBC, Hartford, and 
KGKO, Ft. Worth, NBC Blue out- 
lets, will increase their night power 
from 1,000 to 5,000 watts about Dec. 
20. Station KCRC, Enid, Okla., also 


|}an NBC Blue outlet, will step up 


its day and night power from 250 to 
1,000 watts about Jan. 1. 

Three NBC Red affiliates have 
also announced power increases: 
WIBA, Madison, Wis., from 1,000 
about 
middle of December; WLBZ, 
Bangor, Me., from 1,000 watts day 
and 500 watts night to 5,000 watts 
day and night within the next 60 
days; and WDEL, Wilmington, from 
1,000 day and 250 night to 5,000 
watts day and night next February. 


Royal Names L. C. Shoup 


L. C. Shoup has been appointed 
sales manager of the portable di- 
vision, Royal Typewriter Company, 
New York. Mr. Shoup, who was 
formerly Royal portable district 
manager in the Ohio-Pennsylvania 
territory, succeeds William A. 
Metzger, recently killed in an air- 
plane crash at Moorehead, Minn. 


Adds Stuart Reynolds 
Stuart Reynolds, formerly with 
the advertising department of Gen- 
eral Mills, Minneapolis, has joined 
Erwin, Wasey & Co., San Francisco. 


\ 


AAA 


AAAS 


\\ 


its prize 


ment.. 


one hand 


witl 


If you've see 
(the first of this ye 
cargo of almost a ha 
packed into a prize package 


orth of advertising : 
ss me entertain- 


of over three hundred pages of pri : a 
if you've lifted it, which isn’t easy with 
and if you've leafed it through, 


which takes a good half-hour .. . then you know 


the Esquire 
) time out every so often 


and you know, too, that as an advertisin 


it was neve 
sky-seraping circulat 
bracket i 
year. That’s why, 


THE LARGE 
DECEMBER PRINTING . 
JANUARY PRINTING . 


Jiminy Christmas --- 
a smile a minute! 


n the mammoth December | 


smileage pace 18 a smile 


; hotter than it is right now. 


t’s the bet of the business, 


Advertisers get more 


amiltage 


with tag WUE 


AZINE IN THE WORLD: 
775,000 COPIES 
850,000 COPIES 


ST SELLING FIFTY CENT MAG 
. (CHRISTMAS ISSUE) .. 


. . (HOLIDAY ISSUE) .-- 


isquire 


ar’s two Holiday Issues) with 


If million dollars 


-a-minute, 


for a big belly-laugh 


ion in the booming bonus 
the buy of the 


i ever: 
right now more than 


NY 


AAA 


g buy 
With its 


\. 


‘Paying Increased Wages 
‘in Defense Bonds 

In discussing the subject of wages 
with reference to inflation, Savings 
| Bank Journal for November en- 
|dorses the idea of using Defense 
| Savings Bonds to cover all in- 
| creases which are not needed to 
| meet increased cost of living. The 
plan was advanced by Kenneth I. 
Taylor, secretary - treasurer, Mas- 
sachusetts Federation of Labor, at a 
round table discussion staged by 
the publication and is now being 
used by the William Hengerer Com- 
pany, Buffalo, to pay bonuses to its 
employes. Thus, it is endorsed 
both by a labor representative and 
by an employer. 

The publication points out that 
statistics are available to show the 
relative cost of living in various 
sections of the country, and to show 
wages being paid in those areas. 
Use should be made of these to de- 


ticular section are adequate to cover 
increased living costs, with due at- 
tention given to the effect new 


net income as well as their effect 
in raising prices. 

If it should be found that work- 
ers in an area or industry are 
already receiving enough to main- 
tain an adequate standard of living, 
and if it should happen that 
through their bargaining agencies 
they can obtain still further in- 
creases due to particular conditions 
of employment, such increases may 
be made in the form of Defense 
Savings Bonds. These workers 
should not be forced to forego in- 
creases available under present 
conditions, the publication agrees, 
but such increases should not be 
permitted to go into the market to 


termine whether wages in a par-| 


taxes have on decreasing workers’ | 


December 1, 194} 
The Business Digest 
Significant Developments in Trade and Industry as 
Reported by the Business Press 
Edited by RALPH O. McGRAW 


add to the competition in bid ng 
up prices of goods. Thus the de. 
fense bonds payment would ive 
the worker his wage increase py; 
would withhold it from the mérket 
at this time, postponing it to a day 
when it is likely to be spent p ; 
glutted market in dire need of 
purchasing power. 


New Consumer Viewpoint 
Is Needed 

There is immediate and vital nee, 
for the development of a new con- 
sumer viewpoint, says Gas Ag. for 
November — a willingness on the 
part of the general public to plan 
ahead, to sacrifice some of today’s 
luxuries, to accept cheerfully the 
necessary delays in delivery o/ the 
goods they want. 

Applying this thought to its own 
field, the publication asserts that 
the gas company, the manufacturer 
of appliances and equipment, the 
dealer and contractor, all must be 
unified in thought and action to 
accomplish this objective. These 
three groups, the editor suggests. 
must carry a convincing story to the 
American people through persona! 
contact and aggressive advertising. 
Thus, a united industry can de- 
velop a backlog of future business 
essential in post-war days. 

Elaborating on the idea, the edi. 
tor explains that the consumer must 
be made to understand that the 
country is not stopping its defense 
program merely because it cannot 
get guns, planes, and tanks over- 
night; therefore neither should the 
consumer stop modernizing or 
planning a new home merely be- 
cause he cannot get delivery from 
warehouse stock. They should be 
taught to be patient and develop 
new viewpoint on deliveries. 


Sales Pointers 
Highlight New 
‘Life’ Promotion 


New York, Nov. 26.—An attempt 
to help retail sales clerks do a more 


tised goods stood out this week as 
one of the highlights of an elabor- 
ate Christmas merchandising pro- 
gram sponsored by Life. 

The new phase of the project, 
called “sales pointers,” calls for 
attachment to the back of point-of- 
sale display cards specific mer- 
chandising facts designed to arm 
clerks with better selling ammuni- 
tion. The sales tips are printed on 
white stickers, 3 by 6 inches in size, 
which are visible only to the sales- 
man. Thus, at the same time a 
customer looks at a display card 
with a Goodyear Pliofilm ad, for 
example, the clerk has before him 
a quick summary of the product's 
most important features—“water- 
proof, greaseproof, flexible, won't 
crack, won't stick to itself, can be 
wiped clean with a damp cloth, 
colorful and inexpensive, etc.” 
| A total of more than 13,000 mer- 
chandising kits have already been 
| dispatched by the magazine to 
department stores, supermarkets, 
| drug, jewelry, men’s wear, musical 
| instrument, electrical appliance and 
variety stores. Each kit is geared 
to the type of store and contains 
| display cards, advance advertising 
| bulletins, newspaper mats and 
gummed price stickers. Within ten 
| days after the kits had been sent 
out requests were received by the 
magazine for more than 12,000 
| additional pieces of promotional 
| material. The program has been 
expanded considerably over that of 
last year, 


Gets Table Account 


Superior Table Company, Chi- 
| cago, metal office table maker, has 
;}named Burton Browne, Inc., Chi- 
| cago, to direct its advertising. Busi- 
| ness papers and direct mail will be 


used. 


thorough job on nationally adver-| 
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MM 


ET bvestisi 
Market Place. 


fhe rates for this department are as follows: 


‘Help Wanted,” 
“Representatives Available, = 
cash with order. 


All other classifications (single insertion rates): 


$4.75 per inch. 


—_ 


“Positions Wanted,” 
30 cents a line, minimum charge $1. 


“Representatives Wanted,” 
Terms 


% in., $2.75; 1 to 3 in., 


FOR SALE 


Weekly Newspaper. Southern Mich. 

Opportunity for live ad man. Gross- 

ng $15,000 with $5500 net. Down pay- 

ment $5000, other terms to suit. 
Write OWNER 


Rox 2531, ADVERTISING AGE, Chgo 
POSITIONS WANTED 
ART DIRECTOR 

> years Art Director, both retail and 
nail order. Prior to this, 8 years ex- 
yerience in finished art. Creative lay- 
uts. Know typography, engraving. 
Valuable organization and personnel 
experience. Have managed large de- 
artments. Excellent references 
gency, manufacturing or publication 
mnection desired. 


Box 532, ADVERTISING AGE, N. Y. 
4, Chicago free-lance advertising 
writer of long experience, has half- 
lays available in time, or by the 
piece. His work, including years in 
wencies, covers a wide and varied 
range catalogs, circulars, letters, 
iblication copy. Trade paper adver- 


tising a specialty. 

Box 3530, ADVERTISING AGE, 
Publisher's Assistant 

jlewe grad., 28, now employed 

perated own weekly publication. 

Experienced in space sales, editorial 

nd circulation promotion. Also mar- 


Chgeo 


Has 


ket research and advertising agency 

experience, 

Box 3534, ADVERTISING AGE, N. Y 
ASSISTANT ADVERTISING 


MANAGER 

‘opy, production, layout, diversified 
xperience; in industrial and consumer 
felds. Have purchased thousands of 
lollars worth of printing and point of 
sale material. Collewe graduate; grad- 
iate training in advertising. Willing 
») locate anywhere 


Box 3533, ADVERTISING AGE, N. Y. 


HELP WANTED 
THESE POSITIONS ARE AVAILABLE 


Receptionist, under 25, 2! 
Switchboard & Typist, $22.5 
File & Record Clerk, 


» weekly 
wee kly 
Ww eekly 


Billing Clerk, 5 weekly 
Clerical positions for men and women 
in advertising agencies and Publish- 
ing. 

Miss Fellows or Mr. Healy 
| Commercial Personne! State 4208 
| 64 E. Lake Street, Chicago, Ill 

SALESMEN WANTED 

Advertising salesmen now selling 
space in magazine, etc., to. solicit 
| space-distribution contracts on adver- 
| tising book matches for Nationally 
known book match manufacturer, in 
| space time. Factory cooperation, qual- 
| ity produc,t good service, competitive 
prices, plus genuine value of book | 
|}match advertising as publicity and 
| result-getting medium, your assur- 
j}ance of success. Unusually fine side- 
|} line opportunity for men contacting 
| national accounts or local accounts 
; advertising on a large scale, 15% 
;}commission on space deals: half ad- 
|}vanced upon receipt of order from 
| well-rated accounts. Write for details 
today, and tell us about yourself 
Box 3420, ADVERTISING AGE, Chgeo 


MISCELLANEOUS 
Wanted — An Advertising Agency to 
tie-in with a Trade Shop reproducing 
Displays in Litho or Silk Methods, in 
halftone or the new no screen Grain 
Process No cash required. 


Box 3524, ADVERTISING AGE, Chgo 
_ HOUSE ORGANS : 
Mr. Sales Manager! 

Let me show you how to help your 


salesmen produce more 


| through a 
personalized house-organ 


You serve 


as editor I do the work Write for 
free samples. Edward Edelstein, 201 | 
N. We ‘a , M-. Chicago, Illinois. Dear- 
‘born 855 


Union Backs Shefford 
in Cheese Seizure 


After a recent seizure of a cheese 
shipment at the plant of the Shef- 
ford Cheese Company, Green Bay, 
Wis., the Dairy and Creamery Work- 
ers, Local No. 507, adopted a reso- 
lution which asserted that the seiz- 
ure had been publicized out of all 
proportion to the facts in the case, 
and that ‘the Shefford Cheese Com- 
pany has earned for itself a reputa- 
tion for producing pasteurized 
cheese of the finest quality.” 

The management thanked the 
union for the resolution, and the 
correspondence was published in a 
full-page advertisement in the 
Green Bay Press-Gazette headed “A 
tribute to right a wrong!” 


Adds Two Hotels 


King and Prince Hotel, St. Simons 
Island, Ga., and Weldon Hotel, 
Greenfield, Mass., have named 
Wales Advertising Company, New 
York, to direct their advertising. 


follins, Miller & Hutchings 


INC. 


¥ 


hoto-engravers in Chicago 


U0) North Michigan Avenue 
Franklin 9894 


| ton, 


Shortages Will 
Continue, OPM 
Official Warns 


Pittsburgh, Nov. 25.—Manufac- 
turers attending the two-day con- 
ference of the American Manage- 
ment Association here last week 
were told by A. I. Henderson, of 
the Office of Production Manage- 
ment, to “prepare for increasing 
scarcity of many materials” and 
continuing restrictions on particular 
uses which do not come within the 
scope of defense demands. He 
warned that the increasing national 
income is due to step up the de- 
mand for civilian goods in 1942— 
and that demand is not being satis- 
fied even now. 

There may be some relief in some 
materials, Mr. Henderson said, “but 
I think we must plan in terms of 
continuing shortages. I cannot be- 
lieve that even if our estimates of 
defense requirements are too high, 
even if all projected increases in 
production are realized, even if 
there is no interference with im- 
ports, we can anticipate any sub- 
stantial relief from the shortage of 


critical materials until the emer- 
gency is over.” 
Mr. Henderson, who is deputy 


director of the OPM division of 
materials, predicted that at some 
point the rate of production for 
defense will level out, stabilizing 
the demand for materials. 


Opens Dallas Office 

Campbell-Ewald Company, New 
York, has opened a branch office in 
Dallas to service its accounts in the 
Southwest. Aubra Dodson, for- 
merly with stations KPRC, Hous- 
and KNOW, Austin, is manager 
of the new branch, which is located 
at 705 Republic Bank bldg. 


Gross to Soundscriber 
Ernest W. Gross, since 1934 


| Brewing Company, Lowell, 

has joined Soundscriber Corpora- | 
in charge of | 
| sales, 


public relations counsel for Harvard 
Mass., 


tion, Stamford, Conn., 
advertising and promotion. 


/sumer be conserved while freeing 
| manufacturing plants and raw ma- 


| terials for use in the Canadian w | 
| effort. 


Appeal May Clarify 
‘Status of Literature 


‘Utility Shifts 
Copy Emphasis 
to Maintenance 


Vancouver, B. C., Nov. 26.— 
Under the stress of war restrictions 


Coming 
Conventions 


Dec. 1-5. 


Congress of American 


and 


Accountant for Adv. Agcy, $150 month | 
| Booke’p’r, mfgr adv dept, S11 » month | 
Stenographer, under 30, $2 weekly 


the B. C. Electric Railway Com-|. Federal Judge F. Ryan Duffy, -wengeni OS WEEMS « NEED, 
Pa i ee who dismissed a federal suit in |New York. 

pany, one of the largest advertisers| wijwaukee Nov. 24 to restrain Dr.| March 4-5. Marketing confer- 
in British Columbia, is abandoning} Royal Lee, operator of Vitamin|ence, American Management As- 
special merchandising campaigns} Products Company, from selling his| sociation, Hotel Roosevelt, New 
for the duration of the war and will| products, has suggested that the| york. 

concentrate its advertising on the| government appeal his ruling to} june 14-18. Annual convention 
importance of maintaining existing| determine whether the literature | 


Association of Retail 


f National 
splave : he . ‘ts consti- | oO 4 
displayed with the products consti Fairmont Hotel, San Fran- 


sperm. tuted advertising or labeling. | Grocers, 
Gon through _ tage mag Nee ail It was Judge Lufty’s pore that | Cisco. 
This campaign will be designed| the jiterature was “advertising, | 


/to benefit not only the service| pyre and simple.” while the govern- | . 

| departments of the utility but ee ont couleuied the seepalene con- | Named Brewer Directors 
| to build up service business for all} stituted labels and charged that the burgh rowing Sanmany and Louis 
electrical dealers. General institu- defendant's products and labels F. Koenig, president ” aod board 
and educational advertising| constituted a violation of the fed- chairman. Duquesne Brewing Com- 
‘carried on by the company will be| &™@! food and drug law. | pany, both of Pittsburgh, have been 
| increased and in some _ instances | elected directors of the Pennsyl- 
| intensified under the new policy. | Vanta State Brewers’ Association. 
| 


| appliances in homes in good condi- 


| tional 


Sugar Group on Air 
Edgar A. Guest has begun a 26-| 
week series of morning programs | Frisch Named Director 


A meeting of electrical appliance 
dealers and contractors was called 


/by the company at which W. C,| broadcast from WXYZ over the Paul T. Frisch, assistant sales 
Mainwaring, merchandising man-| Michigan Radio Network. Sponsor) manager of McCormick & Co., 
|ager, revealed that the company | !S the Farmers & Manufacturers} Baltimore, has been elected to the 
| he ided to cancel all conces-| Beet Sugar Association. Zimmer-| board of directors. 

_had decide ve “© *“| Keller, Inc. is the agency 


| sions and inducements made to the 


trade and to consumers to promote | 


WHY BE DISSATISFIED? LET 
major appliance sales and to build 


Compton Adds T Two 


the power load. The step was| Frank Hopkins, ex a copy- | UCES PING 
aken i : . ‘inion | Writer with Federal Advertising - 
panda on Pas Be egg Agency, New York, and Crane R UREAU 
ig. ee te “|! Haussemen, formerly a copywriter 

| promotion and artificial stimulation | a “— . oa ._— > SOLVE YOUR CLIPPING PROBLEM 
eat | with Erwin, Wasey & Co., New | 96 Wiciy fe a Goch 

|of the market be eliminated and! York, have joined the copy staff | on oe ace—New Yor 

} 


: ys BOwling Green 9-7294. 
that the spending power of the con-| of Compton Advertising, New York. | 


—O-O-O+4 y 


Radio 
Families 


1% Million = 


activity in the Pittsburgh Tri-State 
Area—add up to an all-time high 


value for Radio Advertisers on.... 


WESTINGHOUSE RADIO STATIONS INC + KDKA KYW WBZ WBZA 


WOWO WGL+ REPRESENTED NATIONALLY BY NBC SPOT SALES 
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Comic Magazines 
Dominate Child's 


| 


| 


Leisure, Hecht Says 


New York, Nov. 25.- 
five per cent of the leisure 
reading of children 9 to 14 years 
of age is devoted to comic maga- 
zines, according to George J. Hecht, 
president and publisher of Parents’ 
Magazine, 
Book Week luncheon. 

While a publisher of children’s 
books is pleased if 1,000 shops carry 
his books, and considers an edition 
of 5,000 copies a good sale, approxi- 
mately 15,000,000 comics are sold 
every month and 180,000,000 a year, 
Mr. Hecht pointed out. He esti- 
mated that there are 125 different 
comic magazines, sold at more than 
100,000 newsstands. 

Mr. Hecht is publisher 
comics, True Comics, 
and Calling All Girls. 


time 


— 


BUSINESS PAPER ADVERTISERS 


Where—When—How Much 
Your Competitors Advertised 


BRAD-VERN’S REPORTS 
135-21 Union Tnpk., Flushing, N. Y. 


Hall mark of quality, guarantee 
of the ultimate in smoking satis- 
faction, this government label 
says: ‘‘We are Imported clear 
Havana beauties, rolled in Cuba 
from the very finest leaf... boxed 
and sealed in the island Republic. 


BUY GENUINE Imported 


HAVANA CGA 


ON SALE WHEREVER GOOD CIGARS ARE OFFERED! 


Give yourself and your friends 
a real treat. Light up a clear 
Imported Havana, aristocrats of 
cigars. Taste its full rich fresh 
flavor! Know anew meaning for 
the word *“‘Aroma” 


And watch a new appreciation of 
your taste and discrimination 
dawn in the eyes of your friends 
and business acquaintances! 


- | 
-Seventy- | 


speaking at a Children’s} 


Sale; But Concrete Ad 


The Treasury Department hasn't 
flashed an S. O. S. and may resent 
suggestions from outside as to how 
its business should be run, but the 


fact remains that some advertising| 


man, company or group could do 
a distinct service for both the coun- 
try and the profession by devising 
a concrete plan which would enable 
the treasury to step up materially 
the sales rates on defense bonds 
and stamps. 

Officials admit privately that the 
volume of defense bond sales is dis- 
appointing the treasury, and the 


| defense savings staff which directs 


of three | 
Real Heroes | 


| 


bond-selling efforts is doing every- 
thing it can think of to stimulate 
greater public interest in the fed- 
eral securities. Everything, that is, 


| except staging an all-out promotion 


program to sell the bonds in 
same fashion as any other 
while product for which public ac- 
ceptance has been gained through 
heavy advertising. 
Practically everybody is 
ating with the treasury’s bond-sell- 
ing effort—everybody except the 
general public. Media, particularly 
radio, have made substantial con- 
tributions in the way of time and 
space. Advertisers, particularly re- 
tailers, have devoted a part of their 


budgets to plugging defense bonds. | 
Newspapers have lined up their 
carrier boys as volunteer salesmen 


Department stores and retail outlets 
of all types have sacrificed valuable 
selling space and personnel to make 
it convenient for their customers 
to “buy a share in America.” And 
still sales are disappointingly slow. 


Money Badly Needed 


There is no doubt of the necessity 


| of increasing the sale of bonds and 


| advertising 


stamps. Not only does the treasury 
need the money desperately to 
finance defense and to avert taxes 
of confiscatory proportions, but the 
public’s income is outstripping the 
available supply of goods and add- 


| ing to the inflation spiral which has 


already started. Other types of in- 


flation control—price and_ credit 
regulation—are helpful but can’t do 
the job alone. In addition, the 


House has muddled the price con- 
trol situation so thoroughly that no 
law can be passed for months de- 
spite the urgent need which every- 
one admits. 

More than one advertising man, 
realizing the above facts, has sought 
to sell treasury officials on buying 
time and space as a 
means of stimulating the bond cam- 


paign. Such’ proposals, however, 
have taken the form of isolated 
| Suggestions instead of a packaged 


program complete to the last detail. 
The time may now be ripe for the 
presentation of a well-rounded 


| plan. 


| all, 


It stands to reason that effective 
advertising, well planned and well 
executed from start to finish, could 
put the bond campaign over the 
top. Advertising has solved many 
more difficult and could 
handle this one in its stride. After 
most of the potential customers 
already aware of the product, 


problems, 


are 


its virtues and its availability. All 
that remains is the “mopping up” 
job of making the cash _ register 
jingle. 


Frowns on Pressure 


Secretary of the Treasury Henry 
Morgenthau, Jr., has said repeat- 
edly that he frowns upon the use 
of pressure tactics in the bond 
drive. He doesn’t want to force the 
public to buy bonds, but wants to 
persuade them instead. Enforced 
savings would be adopted only as a 
last resort. An advertising pro- 
gram would not involve pressure, 
and if it succeeded as well as it 
should no pressure tactics would be 
needed. 

The treasury apparently has no 
anti-advertising prejudices. It is 
using as much free advertising as 
it can command. It has enlisted 
the aid of a number of advertising 
executives who are serving on the 


Treasury Needs Advertising! 


Morgenthau Frowns on “Pressure Tactics” in Defense Bond 


By A. P. MILLS 


the | 
worth- | 


cooper- | 


Plan Could Do the Job 


defense savings staff. It has listened 
patiently to those advertising 


spokesmen who have argued for 
paid promotion. It talked in terms 
of buying advertising when the 


and its failure to 
policy stemmed ap- 


campaign started, 
adopt such a 


parently from the lack of readily 
available funds and from. the 
knowledge that at least a reason- 


able amount of free time and space 
could be obtained on _ patriotic 
grounds. 

The United States has patterned 
its war effort on that of Great 
Britain, but one of the British gov- 


only partially by Uncle Sam. John 


Bull is the largest buyer of adver- | 


tising in England, using paid space 


for everything from air raid in- 
formation to explaining rationing 
policies. Our own armed forces are 


using paid advertising with marked 
success to gain recruits. 

| From the standpoint of the wel- 
fare of the advertising industry, 
anything it could do to come to the 
aid of the government in this time 
of crisis might have an important 
effect in curbing the sniping di- 
rected at advertising periodically by 
various agencies. Is there any bet- 
ter way to demonstrate to official 
Washington the valuable role ad- 
vertising can play in a democracy 
under fire? 


Singing Milk Maids 
Spice N. Y. State's 
(1942 Ad Campaign 


Albany, N. Y., Nov. 27.—A new 
|}note in milk promotion by New 
York state—singing milk maids—is 
counted on to spice the 1942 cam- 
paign to boost sales of milk. 

“The Singing Milk Maids,” as the 
three trained vocalists are known, 
and a young woman accompanist 
are to visit important cities through- 
out the state presenting popular 
and standard numbers in leading 
movie houses. Along with the milk 
maids, the state will show a 10- 
minute Technicolor film, “Americans 
at Work,” which takes the public 
behind the scenes of the state's 
dairy industry. The film itself is 
expected to be screened in some 
800 theaters in all sections of New | 
York. 

Theaters and local milk dealers’ 
associations bear the cost of placing | 
newspaper copy prepared by the}! 
state agriculture department's 
agency, J. M. Mathes, Inc. Paper- 
cap ads on each bottle of home- 
delivered milk call attention to the 
film and the theater at which it is 
being shown. 

In addition to the screen feature, 
105 daily newspapers, 573 weeklies 
and semi-weeklies, and half a dozen 
magazines in the medical and farm 
fields are receiving regular inser- 
tions in the current drink-and-use- 
more-milk campaign. Sixteen radio 


stations are on the department’s 
schedule, and a new booklet is to 
be issued Jan. 1. The 1942 slogan 


of the many-sided campaign will be 
“Satisfy Thirst—Fortify Health 
Drink Fresh Milk.” 


Southeast “Blackout” 
Due to End Soon 


The “blackout” of lighted adver- 
tising signs and all other non-essen- 
tial uses of electric power in South- 
eastern states is due to end Dec. 15 
or earlier. Heavy rains in the 
shortage area have alleviated the 
situation which prompted the OPM 
to order the curtailment Nov. 1 
and to take various other conserva- 
tion steps. 

A 30 per cent cut in power con- 
sumption throughout the area cen- 
tering in Atlanta had been sched- 
uled but has now been indefinitely 
postponed. 


Names A. M. Sneider 


Brockhaven Textiles, New York. 
has appointed A. M. Sneider & Co., 
| New York, to direct advertising. 


j}ernment’s policies has been adopted | 


Economy, Recipes 
Feature Idaho 
Potato Drive 


Boise, Idaho, Nov. 26. — Twenty 
major newspapers in 17 cities of the 
East and South are being used to 
advertise Idaho Russet potatoes in 
the newest campaign of the Idaho 
Advertising Commission, which this 
year is assuring housewives that 
“Idahos are better every way you 
cook them.” 

The Vitamin B, content of Idaho 
potatoes also is impressed upon con- 
sumers since the campaign has been 
keyed closely to the national nutri- 
tional program, according to Cline 
Advertising Service, of Boise, and 
Botsford, Constantine & Gardner, 
Portland, agencies cooperating in 
the preparation of the potato adver- 
tising program. Complete recipes 
are featured in each ad, and econ- 
omy is stressed. 

On the basis of half a cent a 
hundredweight, Idaho farmers are 
paying about $60,000 for this year’s 
campaign, in contrast to something 
over $100,000 when the major Idaho 


crop was first advertised. About 35 | 


—- 


RECIPES — 


are better every 
way you cook them 


ifet beak 


ATOES 


Actual ways to prepare Idaho potatoes 
form a dominant part of the new cam. 
paign in newspapers and restaurant 
| magazines by the Idaho Advertising 


| Commission. Economy also is emphasized, 
| 


per cent of the budget is devoted | United Adds Newey 


to newspaper space, 15 per cent to | 
display material, 20 per cent to| 
dealer service work and the rest to 
promotion in restaurant, hotel and 
produce’ publications, newspaper 
publicity and direct mail. Novem- 
ber and December copy in Ameri- 
can Restaurant and Restaurant 
Management announces a $200 prize 
contest for recipes featuring Idaho 
potatoes. 


To Add Others 


Cities in which the 
in copy 4 columns by 12 inches in- 
clude Birmingham, Washington, 
D. C., Atlanta, Indianapolis, De- 
troit, Asheville and Charlotte, 
Cincinnati, Cleveland, 
Oklahoma City, Philadelphia, Pitts- 
burgh, Chattanooga, Knoxville, Dal- 

| las and Houston, Tex. California 
cities will be added to the list after 

| January 1. 

Strategy of 


the campaign this 


| year is to stay away from the New 
York market, where Maine potatoes 
are competitive, and out of the 
Chicago market, where a_ potato 
glut tends to depress. prices 
throughout the country, according 
to Burton Durkee, account execu- 


tive for Botsford, Constantine & 


Gardner. 


KDKA Appoints Tooke 


| Franklin Tooke, formerly pro- 
| gram manager of stations WOWO- 
WGL, Ft. Wayne, has been named 
program manager of KDKA, Pitts- 
burgh. 


newspaper 
campaign was launched this month | 


Mm, Ga 
Columbus, | 


John W. Newey, 
president and director of Stern, 
Wampler & Co., Chicago, has been 
named assistant to the president of 
United Air Lines, Chicago. 


since 1938 ice- 


Shoe Acount to Reach 


Johnston & Murphy, Newark 
men’s shoes, has named Charles 
Dallas Reach Company, Newark, as 
advertising agency. 
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THE MARKET 


Represented Nationally by The Branham Co. 
OWNED a BY 


THE COMMERCIAL APPEAL 


MEMBER OF SOUTH CENTRAL QUALITY NETWORK 
WMC—MEMPHIS WJIDX—JACKSON, MISS 


KARK—LITTLE ROCK KWKH-KTBS—SHRE\EPORT 
WSMB—NEW ORLEANS 


Here’s help on 
“What to Say” 
in your 
Business Paper 
Advertising 


“THE NEW ACCENTS IN INDUSTRIAL ADVERTISING: 


@ 150 prominent industrial advertisers 
booklet. In it they describe the change in objectives brought about 
by today’s conditions and state clearly, in a Blue Print of Action 
Chart, just what course they propose to pursue in their business 
paper copy. Manufacturers and agency executives who are ponder 
ing the “What to say” problem will find inspiration, and plent of 
red meat, in The New Accents in Industrial Advertising. 


° 
It's FREES wire on your letterhead, for your copy: 


McGRAW-HILL PUBLISHING COMPANY, Inc. 
330 West 42nd Street, New York, N. Y. 


“wrote” this 20-page 
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December 1, 1941 ADVERTISING AGE 
! th ‘ 
l, 
n 
{ 
sa | don't believe it.” you say, “that’s 
silly!” 
k And you're right: it is silly. But 
° not as silly as you may think. 
“ 
- This item, on Page 25 of the Sept. 22 
" issue of ApveRTISING AGE, invited read- 
, ers to write to the editor for information 
A on how to secure a reprint of the 12 in- 
fi stalments of the “Dictionary of Verbo- 
4 ah a ° th ° 
cs ten Terms” which ran serially in these 
pages. It made no offer, gave no de- 
J tails. It said only: “If you are inter- 
; ested in reserving one or more copies, 
» write for details to the editor.” 
\ It's not so remarkable that within a 
single week, more than 150 business men 
wrote letters asking for more informa- 
tion or reserving copies. 
%\ But what is remarkable is that  in- 
cluded in these letters were requests 
. from national advertisers whose adver- 
1 tising expenditures in just four adver- 
| tising media (newspapers, magazines. 
™ network radio and farm papers) totaled 
more than $34,000,000 last year: and 
that ageney requests represented an 
” additional 1940 expenditure in’ these 
* same four media of more than $130.- 
ath 000,000—a total of $165,000.00. 
When representatives of $165.000,000 ty 
worth of advertising in four media an- anklin 5854 
swer an editorial invitation on Page 25 
of a 36-page paper we think that’s some- 
thing. We think it points up a number 
of things we've been telling you all ; on 
along, such as: ; 000,000 of advertising expenditures rep- 
resented in this single instance. ) 
lL. Apvertisinc AGE is read and acted , ; 
, ‘ | J es . 
upon by a live. interested audience. 3. Apvertisinc Ace is read clean e If YOU have something to say or 
(150 replies to an editorial box within through every page gets a going-over. ° ° 
a week after publication. with 30% of (The editorial box was on Page 95 of a to sell to the national advertiser 
them written the same day the issue was 50-page issue), . os 
_ pear tet and his agency, this is the place 
L. Apvertisinc Ack gets results i 
P ie . . . ’ a 
" 2. Apvertisine Ace is read and acted quickly, surely. and from the right peo- to say it and sell it: 
G upon by the RIGHT PEOPLE (S165.- ple. 
age 
out 
ion 
1€SS a 
def- 
Ad " tl A G 
atl THE NATIONAL NEWSPAPER OF ADVERTISING 
, 100 East Ohio St., Chicago 330 W. 42nd St., New York 
SAN FRANCISCO LOS ANGELES 
Russ Building Garfield Building 
ee 
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December 1, 194} 


Increase Ad Drive 
for New Recruits 


(Continued from Page 1) 


ment by the corps of J. Walter 
Thompson Company to conduct a 
survey had been misinterpreted 


widely in the advertising field. The| 
appointment, he said, covers only a| 
survey now in progress to deter-| 
mine the attitude of the public) 
toward the Marines. | 

The report on the investigation | 
is not due until some time in De-! 
cember. Whether or not a _ paid) 
advertising program is embarked on | 
will depend upon numerous factors | 
having nothing to do with the sur-| 
vey, including personnel needs and 
the recruiting rate without adver- 
tising. 


C. A. Oswald Retires 


Charles A. Oswald, founder of 
Oswald Advertising Agency, Phila- 
delphia, has retired because of ill 
health. He becomes chairman of 
the board, and is replaced by Wes- 
ley M. Ecoff, formerly vice-presi- 
dent, who has been named president 
and treasurer. 


Wins Color Contest 


The Sunday Ledger and News 
Tribune, Tacoma, Wash., has been 
awarded first place in the first 
quarterly color advertising repro- 
duction contest conducted among 
the 11 Pacific Coast Sunday news- 


papers which are members of 
Newspaper Groups, Inc. 
Hotel to Pepper 

Pocono Mountain Inn, Cresco, 


Pa., has named J. W. Pepper, New 
York, to direct advertising. 


PRINTING 


cAd- Setting 
Engraving ePrintin g 


AITHORN service is 

, complete —Ad-Setting, | 
Engraving, Printing. You 

can use one or all as required, 

but all are here ready to serve 
you. Experience proves that 


there is often a distinct advan- 
tage in having your typography 
done where you can get engrav- 

ings and press proofs in any 
quantity. Phone Wabash 7820. 


° 
The Faithorn Corporation 


504 Sherman Street, Chicago 


A Comprehensive, Complete Day and Night 


Advertising Agencies 


‘ Service for Advertisers and 


' 


Slide Fastener 
Industry Keeps Ad 
Schedules at Par 


(Continued from Page 1) 


ber also that hundreds of thousands 
of Talon fasteners are nevertheless 
being made every day and put into 
merchandise. It’s worth the ‘try’ 
to ask for ‘Talon’ when you buy!” 

By means of this paragraph Talon 
attempts to clarify the reason for 
the scarcity and correct the impres- 
sion that no fasteners are available, 
in addition to offering a defense for 
manufacturers unable to obtain 
them in full quantities. 


Conmar Adds “Time” 


Conmar will use Esquire, Har- 
per’s Bazaar and Time, the latter a 
new addition to the schedule. Be- 
sides stressing the Conmar name, 
copy will hit even harder than in 
previous years on the mechanical 
perfection of the Conmar fastener. 
No mention of defense demands is 
planned at present. A _ well-inte- 


grated business paper campaign 
will supplement the consumer 
effort. 


Optimism seems to pervade the 
industry as a whole. As Talon 
points out in business paper copy, 
“the idea of a possible scarcity is 
increasing rather than decreasing 
women’s desire to buy them.” 
Conmar spokesmen also expressed 
belief that even if substitutes are 
employed in some fields, the su- 
perior qualities of the slide fastener 
have been so well established that 
it will quickly come back into its 
own when the emergency is over. 


Plan Training 
Movies for U. S. 
Defense Workers 


New York, Nov. 26.—A govern- 
ment-sponsored project to use mo- 
tion pictures for the training of 
defense workers will soon go into 
effect in training centers, vocational 
schools and_ industries. offering 
apprentice courses. 

Under the terms of an agreement 
with the United States Office of 
Education and Federal Security 
Agency, 50 reels of sound film will 
be sold at less than $9 a reel by 
Castle Films, Inc. Forty films will 
cover machine shop practice, and 
10, shipbuilding operations. 

Following a pattern developed by 
the Office of Education, eight com- 
mercial motion picture companies 
produced the films, with the coop- 
eration of machine tool manufac- 
turers, industrial plants and voca- 
tional training experts. In addition, 
state and local committees made up 
of key men in labor, industry and 
vocational training cooperated by 
standardizing differing machine 
shop practices and terminologies. 

J. M. Mathes directs advertising 
of Castle Films. 


Labor Peace Ends 
Threat to Networks 


Serious disruption of network 
broadcasting was averted this week 
when the Federation of Long Lines 
Telephone Workers and the Ameri- 
van Telephone & Telegraph Com- 


| pany came to terms with an agree- 


ment involving wage increases and 
other concessions. The union had 
originally threatened to strike Nov. 
14 and then postponed action (Ap- 
VERTISING AGE, Nov. 17). 

The agreement calls for wage 
increases totaling $3,000,000 and the 
setting up of a board to adjust geo- 


graphic differentials in rates of pay | 


in addition to a similar board to 
consider wage scales not affected 
by the settlement. Dr. 
Steelman, director of the United 
States Conciliation Service, pre- 
sided at the final conference be- 
tween representatives of the union 
and AT&T. 


Leaves Hearst Radio 


Loren L. Watson, genera! man- 


has resigned. 


John R.| 
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Based on total retail advertising volume in all newspapers 
(Copyright, 1941, by Advertising Publications, Inc.) 
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Period Period Period 1941 1941 Week Week % Gain { 
Ended Ended Ended over over Ended Ended or ! 
Nov. 25,1939 Nov. 23, 1940 Nov. 22, 1941 1939 1940 Nov. 23, 1940 Nov. 22, 1941 Loss 
Akron, O. ............ 8,995,334 8,761,570 9,063,374 +6.3 +8.5 183,404 219,072 +194 
nn, 2s Bsekavesres 8,267,360 7,151,729 7,700,413 —6.9 +7.7 198,128 219,876 11 ! 
Peeees Gs cccesocces 16,202,034 14,288,813 14,403,683 11.1 + 0.8 376,040 306,348 18.5 I 
Baltimore, Md. ........ 20,150,525 20,718,515 22,081,428 + 9.6 + 6.6 499,448 544,560 +9 ( I 
Birmingham, Ala....... 12,174,170 12,762,619 13,350,932 +9.7 + 4.6 328,986 317,576 9° i 
Boston, Mass. ....... .. 17,781,757 16,713,307. 14,441,872 —18.8 —13.6 456,164 428,574. —6] ( 
Bridgeport, Conn. ..... 9,019,002 9,519,220 10,057,396 +11.5 +5.7 246,568 238,140 —3.4 
a a Ae 14,361,328 14,024,339 15,289,718 + 6.5 + 9.0 384,320 384,415 I 
Camden, Wi. Biss ccccess 4,020,747 4,928,911 1,804,394 +19.5 —2.5 100,784 117,019 16.1 I 
Cedar Rapids, Ia....... 4,507,792 321,212 4,492,152 —O.4 + 4.0 102,298 87,360 144 n 
Charleston, W. Va..... 9,261,878 49 9,764,388 +54 4.3 172,606 223,244 129, e 
a eee 24,604,290 ,238 26,777,800 8.8 2.2 582,207 589,783 
Ceeemmes, GC ceccaces 14,322,808 9,604 15,867,528 10.8 + 6.0 374,748 496,884 32.4 ; 
Cleveland, O. 16,305,235 166 17,568,530 + 7.7 3.0 440,037 439,778 0.1 I 
Columbus, O. P 12,024,978 5,943 12,178,989 + 1.3 0.8 287,503 297,190 34 0 
Dallas, Tex. .......... 19,073,691 3,801 18,720,676 1.9 + 3.3 392,594 419,129 +68 i 
BewemmpeeG, TA. .ccascee 8,502,959 2,643 8,798,804 + 3.5 + 0.3 161,574 193,858 19 b 
Sees SR ese wesesns 12,596,488 2,764 14,200,237 + 12.7 +9.9 300,482 332,220 10.4 
Demwer, Cele. ...ccccces 8,151,196 7,801,782 8,078,620 0.9 +-3.5 177,057 164,406 7.2 P 
Des Moines, Ia......... 5,882,977 6,104,763 5,742,401 2.4 9 125,208 119,283 4. s 
Detroit, Mich. ..... 18,369,423 _ 19,357,744 20,527,527 11.7 +6.0 478,914 “492,969 +2. P 
El Paso, Tex..... ... 9,774,723 9,756,148 10,502,178 + 7.4 + 7.6 214,732 492,756 129 
a Dek steevdeves 8,619,744 8,514,912 8,830,258 + 2.5 + 3.7 195,468 211,190 \ F 
Evansville, Ind. ....... 10,975,198 11,112,933 12,198,696 + 11,1 + 9.8 251,412 279,230 11,1 T 
Fall River, Mass....... 3,129,955 3,202,270 3,466,426 10.8 8.2 80,097 73.819 7 | 
Flint, Mich. ........... 7,850,080 8,184,806 8,286,726 £56 $1.2 ~ 175,938 181,384 7 
Fort Wayne, Ind...... 9,886,348 10,072,616 10,101,991 + 2.2 0.3 231,840 241,360 4.) a 
SO, a eee 5,472,499 5,895,200 6,099,765 + 11.5 + 3.5 128,096 142.419 11.2 z 
Grand Rapids, Mich 8,181,841 8,391,927 8,719,060 +- 6.6 +3.9 200,802 195,846 9 tl 
ePeem Vise, B Ces ccccs 6,057,846 6,819,097 6,974,816 t+ 15.1 2.3 151,711 151,382 0,2 \ 
?Hempstead, L. I....... 2,486,013 2,312,054 3,719,350 +49.6 +60.9 57,767 82.521 $29 , 
Houston, Tex. ....... 17,522,333 17,537,266 17,968,512 + 2.5 + 2.5 399,028 405,034 ] I 
Huntington, W. Va 7,258,578 7,628,916 7,847,519 +81 +29 140,403 149,008 6 Ss 
Indianapolis, Ind. ..... 15,443,202 16,520,479 17,469,115 13.1 + 5.7 400,828 422,32 D 
Jacksonville, Fla. .... 8,414,444 8,907,374 9,364,978 + 11.3 5.1 255,738 221,438 34 h 
Jersey City, N. J....... 1,939,005 1,971,670 2,004,571 + 3.4 + 1.7 36,569 29,301 7 
Kansas City, Kan.. 2,462,543 2,782,129 2,436,476 11 —12.4 68,446 48,510 2,] | 
Knoxville, Tenn. ... . 9,907,287 0,696,680 10,015,594 1.5 + 3.3 212,968 269,500 26 d 
Little Rock, Ark...... 8,484,363 9,026,038 9,263,012 +92 +26 213,738 298 326 68 fc 
Los Angeles, Cal.. 22,637,803 21,707,186 22,321,681 1.4 2.8 453,954 640,730 $1 al 
Louisville, Ky. ........ 13,399,282 13,458,339 14,245,280 + 6.3 +5.8 ~ 274,762 307,857 12 a] 
MyM, BERSB, 220s. 7,602,406 8,219,761 8,368,876 + 10.1 1.1.8 209,958 153,426 26 
Manchester, N. H. 4,032,257 3,368,558 3,314,271 17.8 1.6 87,838 84,452 9 
‘Memphis, Tenn, 11,141,640 11,937,520 12,135,424 + 8.9 + 1.7 298,690 294,546 4 0 
BEOMSS, FIM, cavssoves 11,675,912 12,433,913 11,984,475 + 2.6 3.6 254,016 311,516 22.1 A 
Milwaukee, Wis. ...... 13,164,429 14,240,404 15,572,344 18.3 +94 365.153 914,948, 134 de 
Minneapolis, Minn 12,704,368 11,248,774 1 9.8 1.8 256,846 252.372 als co 
Moline-Rock Island.... 7,650,178 7,684,154 + 5.9 5.4 177,828 181,846 1.2 Ww 
New Bedford, Mass.... 2,877,840 3,260,002 31.7 +7.3 68,096 79,282 16.4 
New Haven, Conn..... 8,388,884 8,783,124 + 7.5 2.7 205,520 201,978 ] cu 
New Orleans, La....... 17,859,545 18,303,786 L0.9 1.6 $59,285 ~ 405.317, 11.8 th 
a Be Se a eee 53,974,629 54,544,967 1.2 2.2 1,269,149 1,266,725 0.2 
Brooklyn, N. Y... 3,574,299 3,243,554 5.6 + 4.0 73.230 79.419 1 § Al 
Norfolk, Va. ..... 8,682,940 9,514,592 14.7 + 4.7 235,508 275,030 + 16.8 TC 
Oakland, Cal. ..... 7,469,179 8,102,868 + 13.4 4.5 166,709 198,135 +18 
Oklahoma City, Okla 8,142,470 7,216,916 5.0 7.2 ~ 148414 ~ 174.930 4-17 
Omaha, Neb. ....... 5,416,384 5,477,137 + 0.7 —0.5 108,140 124,411 Br 
PwOOTEm, Blk. cesnes 10,079,768 10,894,573 +12.3 3.9 254,200 244,034 — Da 
Philadelphia, Pa. ...... 24,947,596 26,541,470 + 12,9 + 6.1 689,196 746,358 +8 ne 
Phoenix, Ariz. ... 6,965,840 7,693,279 + 16.4 5.4 156,155 151.816 pa 
: tA —_ . . 
Pittsburgh, Pa. 18,525,416 19,206,320 . + 6.6 2.9 413,476 $52,830 am 
Portland, Ore. ..... 11,209,907 10,531,612 2 0.4 L669 210,014 217.406 pe 
Providence, R. L.... 10,952,283 10,803,893 10,806,902 1.3 re 308,639 258,423 
Reading, Pa. .... 9,199,213 9,760,446 9,978,428 + 8.5 1929 292 804 249.704 oa 
Richmond, Va. ... 11,606,258 11,755,562 11,569,796 0.3 “1.6 315,112 271,376 
Rochester, N. Y.. . 13,837,52 “14,083,863 _ 14,663,671 5.9 4.1 324.995 “382,781 
Rockford, Ill. 7,249,158 7,871,318 8,555,208 18.0 8.7 192,206 205.758 
Sacramento, Cal, 7,573,818 7,507,923 7,898,908 + 4.3 5.2 182.406 £10434 
San Antonio, Tex 6,667,080 7,002,521 8,094,919 21.4 15.2 151,647 194.558 
San Diego, Cal 12,051,627 10,708,250 11,461,398 1.9 7.0 226,912 248,258 
San Francisco, Cal 14,491,047 13,798,819 14,103,126 3.7 2.2 329,398 380.157 
Seattle, Wash 10,643,260 10,856,200 11, 10.7 + 8.6 281,064 317,408 
South Bend, Ind 1,839,261 4,976,348 , 18.9 15.6 97,655 121,132 -* 
Spokane, Wash 6,003,598 9,864,422 4.5 22 119.000 111.916 t P| 
St. Louis, Mo.. 16,487,185 16,703,300 0.3 1.0 878.620 295 550 4 
St. Paul, Minn 9,966,048 9,652,126 4.5 1.3 223,921 230.540 
‘Syracuse, N. ¥ 9,692,167 12.7 16.1 212,527 153,734 
Tacoma, Wash 5,816,572 + 7.2 + 4.1 132.804 140.168 
Tampa, Fla. . 6,141,716 + 16.2 1.0 184,212 169.652 
Toronto, Ont., Can 14,686,209 1.4 5.4 360,149 32 ‘515 
Troy, N. Y... 1,082,438 6 96 —- 103,376 117,446 
Tulsa, Okla. . 8,235,418 7.5 3.2 185.192 °11.372 
Washington my a 30,056,341 “ , 8 S00.376 93h 342 
| Winston-Salem, N. © 6,369,514 0.7 0.1 156.408 123.644 
| Youngstown, O 7,004,953 15.9 9.9 173,618 190,498 
Total 934,217,634 945,596,324 978,210,988 + 4.7 M4 22,353,819 23,680,764 
; 1 Atlanta Georgian and Sunday American ceased Issue Jan. 1, 1940, « ontaining 428.848 lines . 
publication Dec. 17, 1939. vertising 
| 2 Newsday launched Sept. 3, 1940. Syracuse Journal published 100th Annivers: I RA 
8 San Diego Sun suspended publication Nov. 25, 1939 tion March 20, 1939, containing 216,207 line 
4 Commercial Appeal published 328-page Centennial vertising. 
— —_—— 
os Morton Freund NWA Advances Reid Shelby Joins Mc-E 
= 
H Norman Neubert, formerly | L. S. Reid, formerly Chicago dis- James Shelby, formerly Ww" 
promotion manager of Young’s Hat/trict traffic manager, has been| Grant Advertising, Chicago, the 
named sales manager of Northwest | radio department, has joined th 


executive. 


ager of International Radio Sales| Shops, New York, has joined Mor- | 
division of Hearst Radio, New York, | tom Freund, New York, as account| Airlines, with headquarters in St. 


| Paul. 


ison, Chicago. 


radio department of McCann- 
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Advertising in the Test Stage 


SAFCO USING TEST COPY 
FOR CHEESE ASSORTMENT 

Chicago, Nov. 26.—Shutting off 
of imported cheeses due to the 
exigencies of 
war has opened 
up a market for 
foreign types of 
natural cheeses 
of domestic 
manufacture on 
which Safco) 
Swiss American 
Foods, Chicago, | 
along with) 
other makers of | 
Swiss-type| 
cheeses, is pro- 
ceeding to capi- 
talize. Right 
now the Irving 
J. Rosenbloom 
Advertising 
Agency, Chi- 
cago, Safco’s agency, is pushing a 
test campaign in Pacific Coast 
markets with a view to plumbing 
further the possibilities of the direct 
mail market. 

In the areas under test the Safco 
product is not available in local 
markets, hence the direct mail pro- 
motion by means of a single, 60-line 
insertion in the San _ Francisco 
Chronicle and the San Diego Sun. 
Previous promotion already has 
been tested in eastern and western 
markets through the Christian Sci- 
ence Monitor. 

Packaging of natural cheeses in 
protective wrappers in quantities | 
of a half pound or less has assisted | 
in opening up the direct mail possi- | 
bilities and Safco is pushing its) 
product in what it calls an economy | 
size, a two-dollar gift package, com- | 
prising an assortment. 


FREEMARK ABBEY USING 
TEST COPY FOR WINES 

Hollywood, Cal., Nov. 26.—Test 
advertising confined to class maga- 
zines in California is being used by 
the Freemark Abbey Winery, Napa 
Valley, St. Helena, Cal., with the 
product offered direct to the con- 
sumer from the winery. William 
Dutton Advertising, Hollywood, is 
handling the campaign. 

Copy appeal is directed to the; 
discriminating wine buyer looking | 
for the equal of imported vintages | 
at a domestic price. Initial copy | 
appears in December Sunset. 

Headlined “Fine Wines from the | 
Old Stone Cellars of Freemark 
Abbey,” the single-column copy | 
describes the wines available and 
concludes with the suggestion that 
wines make excellent gifts for “epi- | 


curean friends who ‘have every-| 
thing.’ ”’ 


AUTOCRAT COFFEE DRIVE 
TO TRY OUTDOOR POSTERS 
Providence, R. I., Nov. 26.—! 
Brownell & Field Company, coffee | 
packer, which has been using 
painted boards the year ‘round, has | 
ncreased its advertising budget 25) 
per cent and will try an outdoor | 
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“4 stat papers for 4 pur- 
poses!" The most unique 
and comprehensive pho- 
tostat service ever offered 
. » yet costs you no more. 
Call RCS today for de- 


tails no obligation. 


| 
| 
| 


* | 


'of the 


others refer to the length of time 


poster campaign beginning Dec. 1 
and running through March, pro- 
moting its Autocrat coffee. 
Posters, which will feature a 
raised reproduction of the package, 
also will help to introduce the half- 
pound size in a new vacuum can 
similar to the pound pack. The 
copy theme will be “New England 
Roasted for New England Taste.” 


TEST POPULARITY 
OF “FRYE FAMILY” 

Cincinnati, O., Nov. 27.—Empha- 
sizing that its Crisco is all-vegetable 
and “digestibe as can be!” Procter 
& Gamble Company is trying out 


| the effectiveness of 60-line space 


quoting various members of 
“Frye Family.” 

Copy appearing in Rochester, N. 
Y., carries an illustration of a 
young-looking mother. In an ac- 
companying balloon she is quoted as 


the 


| saying, “My sakes, it’s most time 


for supper! Guess I'll fix up some 
fried cabbage. It sure is tasty— 
and fried in Crisco it’s digestible as 
can be!” Many doctors, the copy 
continues, “call attention to Crisco’s 
digestibility.” 

Compton Advertising, Inc., han- 
dles the Crisco account. 


-EDROLAX STARTS 


DRIVE OVER WMBG 


New York, Nov. 25.—After a 
prolonged letup in promotion, 
Edrolax Company returned to 


advertising this week with a test 


campaign over station WMBG, 
Richmond, Va. 
A pioneer in the bulk laxative 


field, Edrolax has scheduled daily 
spot announcements for an indefi- 
nite period. Announcements are 


built around the theme that Edro-| the common meeting place could be 
lax supplies the bulk that is mis- | 


sing from the average diet. 

Charles W. Hoyt Company has 
been appointed to handle the ac- 
count. 


Druggists Try 
New Angle in 
Cooperative Ads 


Saskatoon, Sask., Nov. 26—A 
variation of the cooperative adver- 
tising plan has been adopted by 
local independent druggists, who 
have enlarged their weekly news- 
paper space to a full page. 

Manufacturers are cooperating in 
this plan as in other cities, but 
the space occupied is devoted ex- 
clusively to the products of each 
manufacturer and is generally in 
he form of a reproduction of a mat 
or cut supplied by the company. 

Intermingled with these mats are 
a series of boxes in which the name 
cooperating drug_ store, 
address and telephone number to- 
gether with a photograph of the 
proprietor appears. In these indi- 
vidual advertisements of druggists 
no prices or special products are 
quoted, but each druggist is allowed 
to insert whatever type of selling 
sentence or other advertising copy 


desire. 
In this way some stores announce 
they are specialists in prescriptions, 


they have been engaged in busi- 
ness, and others stress their con- 
venience to the university or city 
hospitals. One features his belt and 


"CS&A Fills: 


SETTING THE STAGE FOR ATLANTIC 


Spy ean aneee eo 2 


Unique Placeas 
Ad Textbook 


Prof. Bellatty's Idea for 
‘Post’ Review Continues 
to Grow | 


By SAUL MILLER 


Boston, Nov. 26.—This is the 
story of a man who realized that 
advertising is a changing dynamic 
force that cannot remain static. It’s 
the story of Charles E. Bellatty,| 
who 25 years ago realized that the 
only textbook to use in a course in 
advertising was a “living” textbook. 
And so he told his first class in| 
advertising in the college of busi- | 
ness administration at Boston Uni- 
versity that its textbook for the 
course would be The Saturday Eve- 
ning Post. 


A stage setting for a between-the-hal 

(left to right) Ernest Walling, cameram 

Philco's television station WPTZ; Frank 

tors; and Jack Roche, N. W. Ayer & Son, in charge of sponsored football tele- 

vision programs for Atlantic Refining Co. The Atlantic program of Eastern games 
is the first commercially-sponsored program of sports televising. 


ves commercial is being scrutinized by 
an; Warren Wright, program director of 
and Elizabeth Haines, marionette opera- 


The students took to the idea 
with enthusiasm. In time the class 
became a department of advertis- 
ing. Then, in an emergency, Prof. 
Bellatty became director of the 
vocational department, supervising | sidered. 
the employment of seniors and! Perhaps one of the best ideas in 
assisting them with “criticism, sug-!| “C S & A” is the prize contest. For 
gestion and advice.” answering questions based on re- 

These seniors held jobs all over) views of stories, articles and adver- 
the map, but the man who gave his| tising problems correctly, students 


paid circulation is about 100. The 
copies are distributed free to the 
various schools. It usually is issued 
16 times during the school year. 
All aspects of advertising are con- 


could extend his analysis of adver- a 
 tising = sae stories and articles, Plymouth to Tell 
Industry Defense 


Gets Proofs in Advance Story in Dailies 
| Detroit, Nov. 28.—The automobile 

For he pong pee Ragan: 4 industry’s and Detroit’s part in a 
receive wo sets of rough proots|panorama of defense forms the 
from the Post every week and from | ie theme of a new advertising 
them he made up his biweekly! campaign to be released this week- 
bulletin. The bulletin was put in|end by the Plymouth Division of 
the mail so that it would reach the| Chrysler Corporation. Headlined 
far-flung seniors at the same time! “Defense Tool 2nd to None—Ameri- 
the Post hit the newsstands. He! ca’s Automobile Industry,” the first 
named the publication “Criticism, | advertisement of the new series will 
Suggestion and Advice.” appear over the weekend in leading 

ap po grew ge a newspapers through- 
ers of advertising in other schools} out the country. 
were clamoring for it. Other classes| Another release headlined, “The 
began using it. The financial bur-| Battle of Detroit,’ is scheduled to 
den became so heavy that Prof.| appear soon, and similar copy is 
Bellatty asked the Post to take it| also slated to run shortly in the 
over. The Post agreed to finance | magazines. 
the — pring ae that hs would | Commenting on the new series, 
not, directly or indirectly, have any| William W. Romaine, Plymouth’s 
hand in the promotion of it and no| director of advertising and mer- 
editorial direction. chandising, said: “Although partial 

That was in 1934. Today 10,000| reports of individual achievements 
or more copies of “C S & A,” as the| have reached the public in previous 
bulletin is called, are mailed every | advertising released by some com- 
— —, to “ bene 115| panies, the broad subject of the in- 
igh schools an teachers in/dustry’s part has not been covered 
“% Bn =a It is an ee in any general way. Consequently, 
allair printed in a goo ooking | the public at large has not been in- 
two-color job. Professors teaching praca about the way Detroit's 
advertising in other colleges con-| great auto industry has become the 
pe age a ~ oe omy very backbone of America’s produc- 

eir own texts and problems based | tion program. 
on Post ads. The list includes some 
of the best men in the field, among Will Tell Facts 
them Professors G. B. Hotchkiss of “It is pertinent to the present sit- 
New York University, C. H. San-| uation that the public know this 
dage of Miami University and A. J.| country has in the automobile in- 
Brewster of Syracuse University.| dustry a defense production mech- 

anism second to none; that the in- 


Post stories and articles are re- 
viewed by members of the Boston| dustry has mobilized its talents and 
facilities in full for the requirements 


established. The dean of the col- 
| lege said “go ahead.” 


truss department, another places | 
emphasis on the completeness of | 


| his drug store service while still 


another draws attention to his ice 


cream fountain. 


Brewster in New Post 


Ray C. Brewster has been ap- 
pointed general sales manager of 
House of Westmore, New York, cos- 
metics. He was formerly sales 


manager of the home necessities de- | 


partment with E. R. Squibb & Sons, 
New York, and previously sales 
manager of Lentheric, New York. 


GIBBONS KNOWS CANADA 


J. J. GIBBONS LIMITED - ADVERTISING AGENTS | 


REGINA 
CALGARY 
EOMONTON 
VANC OUVE® 


University faculty. 
of the program as presently out- 


Although the bulletin nominally 
sells for five cents a copy, the net) lined; that defense production esti- 


students a living textbook wasn’t! receive prizes from Boston gift- 
stopped. Why not keep these seniors) shops, paid for by the Post. The 
together through a common me- 16 issues of the last college year | 
dium? They could all read The) brought 19,000 entries. 

Saturday Evening Post and if he} 


mates are being exceeded; that the 
employment of certain facilities not 
required at this time for defense 
work and available for car produc- 
tion is in the public interest. In 
other words, that a strong automo- 
bile industry is the backbone of de- 
fense.” 

Plymouth advertising is prepared 
by J. Stirling Getchell, Inc. 


Talks to Marketers 

Phil Sowersby, assistant adver- 
| tising manager of General Electric 
lamp department, Cleveland, in 
charge of trade paper advertising, 
| discussed General Electric's pro- 
gram for advertising lighting units 
to industrial plants at a dinner 
meeting of the Industrial Marketers 
of Detroit, Nov. 27. 


‘YOU CAN USE ONE 
OR MORE OF THESE 


| 
| 


DONNELLEY 
SERVICES 


Profitably 


© Direct Mail Advertising 
e Created and Produced 
e Dealer Help Campaigns 
© Automobile Owner Lists 
e Rated Consumer Lists 
© Addressing and Imprinting 
eContest Judging 
Premium Mailings 
eSampling by Mail 


The 


REUBEN H. DONNELLEY 
| Corporation 

350 E. 22nd St. Chicago, Ill. 
305 E. 45th St. New York City 
_ 727 Venice Bivd., Los Angeles, Cal. 


| 
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417 NORTH STATE STREET + CHICAGO, | 
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GEORGE J. CAMPBELL 

Pittsburgh, Nov. 25.— George J. 
Campbell, 69, editor 
publisher of legal publications here, 
died yesterday. 


KCMO to Be Basic Blue 
Station KCMO, Kansas City, will 
become an NBC basic Blue outlet 
on Jan. 20. Heretofore the station 
has been a supplementary outlet. 
Effective on the same date, the net- 
work evening hour rate for station 
WREN, Lawrence, Kan., will be 
reduced from $240 to $180 to ad- 
vertisers ordering 
Station WREN will continue as a 
basic Blue outlet, and all new busi- 
ness after Jan. 20 for the basic 
Blue network must include both 
stations KCMO and WREN. 


station KCMO. | 


Tripp Refutes 


and Sormer ‘Advertising Waste’ 


Charge in Speech 


Rochester, N. Y., Nov. 25.—Lash- 
ing out at Washington brain-trust- 
ers, Frank E. Tripp, general man- 
ager of Gannett Newspapers, told 
representatives of the Allied Print- 
ing Trades Council here that to 
brand advertising as a waste was a 
blow at the vitals of the American 
way of life. 

Asserting that advertising was 
necessary to unionism and capital- 
ism alike, because history indicated 
that the two exist conjunctly, Mr. 
Tripp charged that “there are a lot 


of birds in high places who are tak- 
ing some pretty stiff wallops at the | 
very foundation of the printing in- 
dustry. They say we are wasters 
and non-essential to the American 
order. ...” He cited the chapter 
headed “Advertising as Waste” from 
a recent book by Rexford G. Tug- 
well as evidence of a segment of 
the administration’s viewpoint. 

The greatest threat, Mr. Tripp 
warned, is “the well organized | 
movement to eliminate brands of | 
merchandise, the guides by which | 
we now buy . and substitute | 
government-controlled grades.” He | 
pointed to outstanding examples of | 


companies built through advertis- | Company, New York, to direct ad- 
ing, and told the group that such | vertising for its Calcutta and Pan- 
in- | American cravats. 


stories “can be told of every 


“Commonweal” Ups Rates 


dustry which has made this country 
of ours. It is the story of the) 
American way of life. From any | 
angle it is approached, advertising 
and printing stand out as important 
factors in our national progress.” 


Commonweal, New York, will in- 
crease its page rate from $100 to 
$125, effective Jan. 11, 1942. Orders 
for space in 1942 will be accepted 
at the old rates through Jan. 10. 


Gets Neckwear Account 


Climax Neckwear Company, New 
York, has appointed Ray - Hirsch 


JOURNAL FEATURES 
SELL MERCHANDISGES 


‘te Atlanta Journal records the heart beat of Georgia. 
That’s why it has such a hold on the people of the South. 


Win your place in the Atlanta market and you will 


have won your place in the South, for Atlanta has been 


Che Atlanta Journal 


“The Journal Covers Dixie Like the Dew” 


the distributing point for the South since the earliest 
days of railroad history. There is a marked preference 
for The Atlanta Journal as proved by its lead in circu- 


lation .. . the largest of any paper in the whole South. 


Ex-Lax Returns 
to Networks After 
Five-Year Lapse 


New York, Nov. 28.—Ex-Lax |] 
return to network broadcasting Jin. 
4, for the first time in five years, 
with Arthur Tracy, the “street 
singer,” over 23 NBC Blue stations 
from 4 to 4:15 p. m. EST, Tuesd:y, 
Thursday, and Saturday. Spot «n- 
nouncements over about 100 stations 
will be continued as well as the 
magazine schedule. Joseph Katz 
Company is the agency. 
Continental Renews 

Continental Baking Company has 
renewed “‘Maudie’s Diary,” aired on 
47 stations of the Columbia Broad- 
casting System. The show is heard 
Thursday from 7:30 to 8 p. m. 
EST, for Wonder bread. Ted Bates, 
Inc. is the agency. 


Morrell Returns to Air 


John Morrell & Co. will return 
“Chats About Dogs,” featuring Bob 
Becker, to the Red network of the 
National Broadcasting Company 
this week. The program will be 
aired Sunday over 55 stations from 
3 to 3:15 p. m., EST. Henri, Hurst 
& McDonald is the agency. 


Colonial Dames Renews 


Colonial Dames, Inc., for its cos- 
metics, has renewed “Find the 
Woman,” heard Friday from 9:55 to 
10 p. m., PST, over eight stations 
of the Columbia Pacific network. 
Glasser, Gailey & Co. is the agency, 


Fitch Signs for Year 


The Fitch Bandwagon, sponsored 
by F. W. Fitch Company, Des 
Moines, has been renewed for an- 
other 52 weeks on 114 stations of 
the NBC Red network, beginning 
Jan. 4, 1942. It is heard Sundays 
from 6:30 to 7 p. m., CST. L. W. 
Ramsey Company, Davenport, has 
the account. 


Expands Alka-Seltzer List 


Miles Laboratories will expand 
its Alka-Seltzer national barn dance 
network to 67 stations, an increase 
of 11, with the 8 p. m., CST, broad- 
cast Nov. 29 over the NBC Red net- 
work. Wade Advertising Agency 
has the account. 


Skelly Oil Renews 


The Skelly Oil Company news 
program, featuring Clifton M. Utley 
as commentator, has been renewed 
for another 52 weeks, beginning Dec. 
15, over 20 stations of the NBC Red 
network, two more stations than 
previously. The program, heard 
Mondays through Fridays from 7 
to 7:15 p. m., CST, is placed through 
Henri, Hurst & McDonald. 


Opens Branch Office 

Hirschon-Garfield, New York, has 
opened a New England office in 
Boston in the Statler building 
Gabriel M. Stern, formerly in the 
advertising department of the Bos- 
ton Post, is manager. He will be 
assisted by Elizabeth Boyden, for- 
merly in the advertising department 
of Gilchrist’s department store, Bos- 
ton. 


| when you think of SPOTS 
‘|... think of John Blair! 
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THE PARADE OF DIAMOND RINGS 
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S Jabel Ring Mfg. Co., Newark, marks the 25th anniversary of its founding with this 

; large two-planed display lithographed in full color. It reviews pictorially the 

S development of diamond rings during the past quarter century, from a Tiffany 
up to the new Jabel crown setting. A. W. Lewin Co., New York, handles the 

Jabel account. 
d 


e BEAUTY—NOT BULLETS—MIAMI BOASTS 
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or Signs of the times are evident in this photo as Hamilton Wright, Miami's pub- 
nt icity chief, devises a new 1942 theme—including plenty of pulchritude—to lure 
0S- winter vacationists to the Florida sunshine city. Volunteers for the job of popu- 


iarizing Miami line up for registration, with June Robinson on the pedestal, at 
the Beauty Intelligence’ headquarters. 


REDESIGN PACKAGES FOR SUPERMARKET SALES 
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The selling job was emphasized as Hecker Products Corp. redesigned its packages 

for H-O Old-Fashioned and Quick oats to appeal to housewives who hustle 

"wough present-day supermarkets. Maxon is the Hecker agency. (Story on 
Page 6.) 


DEFENSE WORK 


7SE TECTED 
ror SERVICE 


This second of a series of posters pro- 
duced by the national defense commit- 
tees of the Advertising Federation of 
America, Society of Illustrators and 
Artists Guild was designed by Adolph 
Treidler. Lithographed in full color, it 
emphasizes the work being done in in- 
dustrial plants on behalf of national de- 
fense. Widespread distribution _ is 
planned. 


ALL SMILES 


Pat" Bailey, songstress of the Canadian 
radio show for Grape-Nuts Flakes, re- 
ceives a bouquet of roses from Jack 
Horler, radio director of Baker Adver- 
tising Agency, Ltd., at the recent house- 
warming party which opened the 
agency's new offices in Toronto. 


OKAY? 


Elsie, the Borden Company's real cow, 
looks over one of the artificial Elsies 
and Beulahs placed in thousands of 
stores throughout the country in promo- 
tion of Borden products. She seems to 
approve these particular cut-outs. 


Outstanding among advertisers’ displays at the recent convention of the American 

Dietetic Association in St. Louis was this actual working model of a miniature 

milk plant as operated by the Pet Milk Co., St. Louis. Gardner Advertising Co. 
handles the account.. 


BRITISH CHILDREN SHOW POSTER SKILL 


At left is the winner among posters submitted by British school children 12 years 

or older in a national poster competition organized to develop the savings idea. 

The second poster was judged the best among those submitted by boys and 

girls under 12. Some 50,000 posters were produced of which 1,500 were 
exhibited at the Royal Academy in London. 


ANOTHER POTENTIAL PRIZE-WINNER 


ae 


< : jj 

© Be | 

tie! ee ae | 
* ‘a= 


The Upjohn Co., Kalamazoo, winner of two awards in All-America package com- 
petitions, shows its many vitamin products in this new window display produced 
in full color by Forbes Lithograph Co. A Norman Rockwell painting is the 
eye-stopper; side cards, bottles and cartons tell the rest of the Upjohn story. 


OUTDOOR POSTERS HAIL NEW NAME FOR STANDARD'S PREMIUM GAS 


A new name for a great 
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STANDARD OILS FINEST 


Changing the name of its premium gasoline from Solite to White Crown, Standard Oil Company of Indiana is using more 


than 2,000 24-sheet posters in Midwestern cities and on highways to tell the story. 
joining the familiar Red Crown gas, effective Dec. |. 
than 1,700 newspapers in 14 Midwestern states; carry amnouncements on “Auction Quiz,” 


Its Stanolind becomes Blue Crown, 
To advertise the changes, Standard also will place insertions in more 
its radio program; and use direct 
mail and point-of-sale material. 
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Among all the major women’s magazines, Good 
) Housekeeping is, as usual, FIRST in number of 7 
advertising pages for the year I94I. 


Good Housekeeping’s dollar circulation revenue 
for I941 is also greater than that of any other 
monthly magazine carrying advertising. 


Good Housekeeping |. 


57™H STREET AT EIGHTH AVENUE. NEW YORK 


r : a - - 
i eet = 
+ RP dae” _ ' - Paes —_—— 
; < Be 77? rs Page? at , ; - i 
bgt 2D? A Seg TRA Re Wigs SO a ae. Cer eee : CTT» 
43 os, e * f. ‘ oe %%e Pooks bog a  . rod ve i , os re vw a je. 00 oie f; =? L. -—" to . : es 5 
; » * : : ae ae ig — of rn ee te * bs > a > ¥ : * os e @ % Py ad a 2 ‘6 vs o ing ; eae 4 Pe. ae & ~ 5. er ——— 
en eS ay i Ay thet.” VERS speemaven. oes -Y > ea % em Se Pee eae ee TY See —— 
; ; pay” . + Ab i» * pee pe 4 Cr the ene i ee ROP: 4, a ele oe eT eee (ag 
' # *  % ; & ¥ . Ke he jes eee 4 Fs 1% me rt te c4 ‘a , 4 “a.” / ie ae 7 & aa . Oy, es. ee Wag : ob ee 5° Sa i nett, a 
: me. aS pe ee ee . %, ae A Ee ty 4 See ae 4 1 Se . . ; 4 ‘ ie ae a yes Ee fa SEU oo: 
4 Y 4 hi me 7%) Pf i, Oe tts y pd he ae : i 4 ht ; be a =4 nh? * 
ae OO Oil ES ae i F oe Ch PORE eat ele SS Rea eee a 
AER 3" eae, Jf : hs 5 ar ar i ays — r - aa ae uf pay v, ye OG, Fa <3 oe Be Pa a 
| 4% Z i a 3 , ' ‘ *s ad had es hs a 4 ad ¢ fe £ ; © % . ‘. tle Z tn roe F “% 3 eee’ rs 6 ae a BB 
ai _ ee : ¢ Pa Pg. . . pe a Bin x er 24a ay gt Ae. ey ¢*4,, am, ~ a Boa, ‘ aa sel Ps Me pF few 
| ote Pe rt . fe: BS? GFE OS - | a? ff Lge 5 ; : Cy Ree Bae oes - ty TP 
j ie? a apy Hy : e 4 ‘ > id By cmd be 1x, ty 20 ox 3 Pie : ; >= oat He, ., : ie i’ , ans | i i ee core gi © eee ie ’ cs fF Fs . 
} ie 2 ag ge a : Re a it a ae i ae Aye + pn. ‘a, iA wr 43 Af gibeton I 4 *~ : 3 = a 
i + + i » ‘¢ te By, = ws $ ‘4 7 “n4&* a Me wis 4 x si $ mg a 4 4 a * hel . : *% ‘ ap iy Meg adh oe * , fai? %% % ” m tis “ or “4 
j .a ay is ~ yO ty * e. “a a i Gt + ee ‘ fi a re +05 = - ‘ & “*. is , As . Ys ig? ve - y wk? tag 1 a= 
ae Ae yeh” ¢ ‘die ie ahs > see SR ay pl te Sh A GP CY FS ao a %, Se SiMe «grt se 
/ - » ie See ae 2 ee, “a Oy tee . Sees we | API me em. th ll : - isd . io 
(FS ae ene. 3 $ fe | io ae Py. 0fi 24 cin + ae %, 4 5 ; Ps a % * | ‘ r oh ne; - oy 4th s > piehne” ot ah: we ee ee i= ae 
i ¢ 4 ts Tt pa te er a al a MR 6 Mle he 3 ef _s r “ae Big ee *, Yds y #; e ita - AF r Ye 7 e . eae 
; ot fs ’ “ rt hor’ te ae =F ae : oe | ’ se ; ser fe s . ~ /. * 4 ’ : | ee , Vie be % 
be f bet ie se ae i" po “ aa yt a | ade re > ae (ie Pe ae e ai 
Rib eee” AEN BNE Ce rate ge eT tS 7 | Ia 
re * ee ee Xx” 6: 7% ee hs 2 vi 4 % 4 > ait a Png, . ', ig: x < - igs ‘ zt hast oa > ‘ *' 
Seagate Sf io = i a o. “% : 4 fee ness 4 te 
& bs ee 4, af pe ; 5 < #. “ + a t? oy ' +O: a 3 bey «, SS Bi oe > ae 
. heating ee ees he iets) ar be * vie ite % . oP ' hn . ial Kress fad ta, A % , A. oe 
| Joe Th F ak OS «> & Sit ee t ‘ thy’ x Pad a 3 ia Figen d ‘ . ae . > Seger -. oA 
Lae * ae ei be fi ee ee ae: ie e , be wif “ae a... 
gerd om lie o> yy pains a ey he Se it LY £ ™ ad ae Py & in “eee 
‘ Reraf . a : 2 tng Pay he Pan (re j : ~ g ; ey wea. OF 4 : 
| tee SP a ry & ™_ Ts Ee | ye ity ens a eS Ser af ot. - « 
| Peg. ms. a > oy ude ee ae a ee tae, PP > ome 4 ton » i =o,” Pc ae OR ae 
eer ee LN RS LVS I Oe OT ee ney 
| ‘ s ssit ; " “e i, Be ” Pee ae % ? »* " a, 
| ee - ‘ ‘ i,’ * 5% * +e tah: oh’ he + pee we < “iy £4; ‘4 p all A _ f i > Y ,. ‘¥. ’ % Fi Ase om i nt ee > = ‘3 
ee . Me ms: ‘iy. res i , re ~ ee Some wee . yan, oN é 
| figt x 3 ine Po. ae es, rR 6 +? aie fe et ech, es et ee gs / 4, Sea oe "Nhs y ce Yh a J 
mais Bat i WG O° rag, : OS ae a ie a tay ae ORE? OF. “ ‘ ‘ - 4 . Lis say 
a > a ; ‘ Ls. E ‘ ard » Pa at Pia oF vii % My, Ila, 0s & Pay : x sh & Fe a> of i rs a tis Ban eae ¥ a ae . BAY ‘ok Pig 5 x4 
WR 08 Sigal! 3) eee ee, Vk) a A GR. elias ee a 
: aire Re cms Lee gh ee, ' Or ate | Marte) att = § # 4 > vy a A, i at ae a fig ; 
ee ye ey iy a 1 ae Cady aoe LR? & ae (uy. en 1 2, Sore ee Te ae ee = 
| Z : a > ees 4 k of De ole a G ° P , tee ee wre FE. . ee « ¥ : heer oe ‘ < Som Bah a - 
| A Pes, sg +o py BR geal Pe Ba ee Pn i OTF J # oF ie, ei NR ff a pte aS Bee Pg Fs Pe Se tx f> * | 
TT pate *. ; aa, Melee. Sie: he dain. in 4 he 3% ing ‘uke Z e (2 : 4 j “2 
i ty Pie ee eee te - es of he ee Ns ar ves a my as “¥ a ie a, Sete aca rd BES => 
‘ B ' 30 * re J : Wits “ : y ’ gr "4 : ie \ ue e aS oa = = lye vw. . 
| 3 ia > a Bt ce . iadogs 4 ; ‘ ij Z ie va, ¢ LS \ ee thie . Lavy +4 ae i 
} : i SA ‘ a ws : f . Ve Le . pe: : “Sen a, *. Lay : e Ge " q & Pa ‘ 
oe! Sie we We : ‘ on ee ee : ‘eg ‘ , Hs a - . 
¢ a ‘i ee Moh g : ; Pe . % he * 5 * 4 x Se ‘ ’ Zi) 
o, ie cabeate ’ ; ’ 4 rt aie af ae ; es * ny . nr By of: ' : ¥ Es 2 * t.. es + ~* *. 5 * 
° Ee . 3 r t ‘ Oe j ‘b ‘is i ‘ - p ef Be: + 4 t >» AE? i ie : x4 er e 
Ae ae : . ¥ ‘pe Y a hg " a eee | ‘43 e bs ~ ; é ar? hati 2 ah. £ ’ 
»% a: 4 i ' ~ 4 i % : a w Sigg bi ] eat se 3 hp ; Pe : ora a , be as a ’ ai % 2 # oo “t 
Ce 1 ng - > de ee vate dined was je he a ie eS faa : j %5 ae ape 3 *« Sa ; a 
: Ba} BF ae Bm 5" ee, Sa °f. . max: me ie”. eae i ene ; . % by’? G 4 iy hs = f J 5 as Ee 
a ud a “Ate gh we nee fae Te Ae = ~ % te : :* ee 
Fi es one MCE 2, ha SL eee eee . : ae 
ie a ge iy IN Ah nS Daal a Bi ee Sg i ONS es NRE ode 
| 2. 7 j Me oe mY OL har ee Rial eee ae Mee Ere he Gy S ERaae me phe 
' ye Pe ay * ho | , & oh “pps <a i, gir  f% eae 9 nk ite) aoe eee Ps ig ae 
4 " : A 5 mg OP GT “a e * *> © 7 5% ¥ Bs t ? sebig’ : bn’ ngs Me ' ‘. 
” ; ve : fen ; J Se : a ae 
; ih ~ % inte z mag ‘ a Faas tas i, 7 
| ar | ee —_ - . 
7 - eM — &j | 
es : 
eee 
3 
’ ) ta 
# a 
Dé 
p 
in 
ris yu 
"er 
the 
ei 
-. 
lay 
Tul 
Ch 
ae pre 
Sie ee Sar 
aa : i a ae fe ; 
te Nc oo oe nial i vee 2 3 : . 3 
gO, i ial be Pog aan dy ee bAwe c yak a Z " 
eee * a ek eae x ae ey a ee eg se ge an To ae Z 
— . Ta ae tg, 4 Va, Rae othe i Ce oo ; . EN ee aes . 
< i = ae ix. ‘te ee 


